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Rough Proofs 


BBDO will give a cup to the best 
radio announcer, a gesture intended 
to discourage the hot potato school 
of broadcasting. But, human nature 
being What it is, members of that 
school are the very ones who will be 
most disappointed if they don’t get 
the cup. 

e VF? 

After an announcer with a natu- 
rally kind heart receives a few hun- 
dred fan letters telling him how 
grand and sympathetic his voice is, 
he just can’t help oozing honey all 
over the microphone. 

vvy 

Looking back on the Chicago 
world’s fair, it’s hard to tell whether 
the leading heroine was the Sears- 
Roebuck prize-winning baby from 
South Dakota, or Sally Rand. The 
paby would have a better chance 
after another century of progress or 
two. 

7. 2 FT 

Advertising men who lingered 
around Sally Rand’s exhibit at the 
fair explained their professional in- 
terest by pointing out the clever way 
in which the package was displayed. 

> a 

It was reported recently that Ford 
had regained sales leadership in the 
automobile field, but it seems that 
Chevrolet still carries the banner, 
Otherwise Henry Ewald wouldn’t be 
on his way to a vacation in Italy. 
ptr Ts vay a 

Walte.. Winchell lists this item un- 
der the heading, “Things I Can Do 
Without”: “Authors who have their 
photos taken smoking a pipe.” It’s 
io be hoped that this dirty crack 
wasn't aimed at any of our adver- 
tising authors and editors. 

> 

The editors of Time, like a lot of 
ther unsophisticated outsiders, re- 
ler to it as the Audit Bureau of Cir- 
culation. People who haven’t found 
ut by experience that there are cir- 
wations and circulations always 
wonder about that plural. 

7 v v 

Ralph Leavenworth has been kid- 
ling ADVERTISING AGE because some 
{ the gents asked to smile for the 


‘fonvention photographer remained 
just as melancholy as ever. Prob- 
ibly they had just heard that Rex 
Tugwell was on his way back to 


\merica,. 

v v v 
For the football coach, life begins 
t eleven. 
ii example of the 1,001 variations of 


‘he best variation of Professor Pit-| North emphasized the value of co- | 


kin’s 

44). 
v v v 

\ tur dyer is getting advertising 

‘tention by giving the gals the low- 

“wn on their favorite garments. 

they are hoping against hope that 


‘le magician isn’t going to pull a 


‘abbit out of their fur coat. 

” = * 
“Coin-in-bottle is adopted for Cap- 
‘ol whisky,” reports the world’s 
sreatest advertising newspaper. 


Even the customers are learning 
that occasionally there’s money in 
lquor. 

¥ v v 


_ Charley Younggreen told the col- 
ge publishers that Addison couldn’t 
ublish the Spectator successfully be- 
‘use he carried no advertising. But 
“ Joe had had the advertising, he’d 
“ave hired a 30-shilling editor and 
“Ohe to the Riviera. 
+ . ¥ 

This front page is all right, of 
urse, but the scenery further back 
' better—lots of elegant advertise- 
ments all around. 


Copy Cup. 


CO-OP INSURANCE 
CAMPAIGN 10 BE 
CONTINUED IN °35 


Life Agency Men Applaud 
1934 Results 


Chicago, Oct. 31.— Enthusiastic 
over the success of the 1934 edition 
of Financial Independence Week, a 
proposal to repeat this year’s co- 
operative advertising efforts in 1935 
was heartily endorsed by over 300 
insurance company officers today at 
the closing session of the three-day 
convention of the Association of Life 
Agency Officers at the Edgewater 
Beach Hotel. 

The 1935 campaign, under the aus- 
pices of the Association of Life 
Agency Officers, will probably be 
held somewhat later in the year, and 
it is likely that the Financial Inde- 
pendence Week of the Canadian As- 
sociation of Life Agency Officers, 
which this year was observed the 
week of May 27-June 2, will run sim- 
ultaneously. Next year’s campaign, 
it was indicated, will be at least as 
intensive as this year’s, on which 
$127,000 was spent nationally, local 
‘}ifprts) increasing the total-appreci- 
ably. — 

Definite announcement of the per- 
sonnel of the Financial Independence 
Week committee will be made short- 
ly by the American association, as 
well as the dates of observance, ten- 
tative budget, and other details. 


North Heads Organization 


Cooperative advertising played a 
stellar role at the convention, held in 


Sales Research Bureau. Speakers 
painted a glowing picture of the pos- 
| sibilities of this type of advertising. 
'A large part of the convention ball- 
‘room was occupied with elaborate 
|displavs of press clippings, photo- 
graphs of special campaign events, 
‘and reproduction of advertisements, 
from the 1934 campaign. 


| Henry E. North, second vice-presi- 
dent of the Metropolitan Life Insur- 
ance Company, was elected chairman 
|of the association’s executive com- 
|mittee. In making his report as 


This isn’t so good—just| chairman of the 1934 Financial In- | ie 
| G. M. Institutional Account to Brother 

Detroit, Mich., Noy. 2.—General Motors Corporation has placed its in- 
sood title, “Life Begins at | operative insurance advertising along | stitutional advertising account with D. P. Brother & Co., offshoot of Camp- 


|dependence Week committee, Mr. 


NEW COMBINATION 


Ni 


ee ce 
3 PROBAK RAZOR BLADES 


Merchandising Plans 
BehindG. E. Appliance 
Advertising Revealed 


with each tube of 
IVORY SHAVING CREAM 


THTe OFFER GOO8 OxLy in MIDDLETOWR) 
‘The. hae Oeeapee 
with the sew companion predict of Brery Segp “StH mage: The W necice thet eantent at « Nah. Goure 


Bridgeport, Conn., Nov. 1.—Tying 
in with national magazine campaigns 
which employ both mass and class 
consumer media and a long list of 
trade papers, the merchandise de- 
partment of the General Electric 
Company here has perfected a series 
of powerful promotion campaigns 
for the 1934-35 fall and winter sea- 


quidhiy cubdnas the toughest beards ad leaves 
ee Neereat ahle Meeting greet all ber ong 


BOY, WHAT A BARGAIN. 
GOT! THREE PROBAK 
BLAOES AND THE Swi 
EST SHAVING CREAM I 


conjunction with the Life Insurance | 


Peery Coding We year Geawer's tnd the ove 
tage of Cite qmaring (REL offer Get rears 


BY THE MAKERS OF IVORY SOAP + 99°...5. PURE 


Four-column newspaper copy an- 
nouncing free Probak Junior 
blades with tubes of Ivory shaving 
cream. This copy ran in Middle- 
town, Conn., late last week. 


RADIO MAKERS 
TO BEGIN NEW 
GROUP EFFORT 


J, Walter Thompson Named 
| to Direct Drive 


Chicago, Nov. 2.—The Radio Manu- 
facturers’ Association, representing 
virtually all important manufactur- 
ers of radio rece’ving sets and re- 
ceiving set parts in the United 
States, today announced the ap- 
pointment of J. Walter Thompson 

(Continued on Page 33, Col. 3) 


Last M 


inute 


son, according to J. W. Mclver, sales 
promotion manager of the appliance 
division. 

The sales promotion campaigns 
are based on proven operations in 
the field, and are designed to help 
both small and large dealers to ob- 
tain full value from the company’s 
large advertising appropriation. Most 
of the magazine copy follows the 
same basic layout principles, with 
a heavy “news” leaning and copious 
use of action art. Some issues of 
leading periodicals carry from four 
to six separate G-E advertisements, 
each presenting a different item or 
line and all featuring the company’s 
monogram, 

The appliance division is laying 
special stress at this season on its 
lines of vVacun cleaners, clocks, 
‘homie laundyy alpenent. sun lamps, 
and radio. As in the past, the pro- 
motion campaigns, like the appliances 
they help to sell, are directed at 
specific markets. Because they are 
designed for simple operation and 
embody the fundamentals of success- 
ful retail selling, highly satisfactory 
results are expected by the com- 
pany. 

Two Drives for Cleaners 


Two separate campaigns have 
been arranged for cleaners, respec- 
tively entitled “A New Road to 
Profits” and “Get ’Em In.” The first 
activity is based on General Elec- 
tric’s thoroughgoing study of retail 
selling through large outlets that are 
interested primarily in building store 
traffic and offering store service. 
As in the case of all General 


News Flashes 


educational lines, and voiced his op- | pell-Ewald Company, ADVERTISING AGE learned from a reliable source today, 
position to converting the week into | ajthough neither confirmation nor denial of the report was vouchsafed by 


\solely a sales campaign. “Life in- 
surance is bigger than any company 


and needs cooperative effort,” he as- | 


| serted. 
Suggests Year-Round Effort 


| In discussing the advisability of 
|continuing the effort, W. T. Grant, 
Business Men’s Assurance Company, 
Kansas City, Mo., declared that “it 
is almost unthinkable to consider 
abandonment of this campaign. I 
|hope that the amount will be in- 
creased and that whatever contribu- 


penses of company 
contests.” 
George L. 
New 
pany, another of those who enthusi- 
astically endorsed continuation of 
the campaign on the convention 
floor, went a step further in suggest- 
ing an all-year-round cooperative 
campaign on life insurance, working 
up to a climax during Financial In- 


(Continued on Page 31, Col. 1) 


campaigns or 


Hunt, vice-president, 


tion is given will be in lieu of ex- | 


England Life Insurance Com- 


| agency or advertiser. 


McKesson & Robbins Consolidate Subsidiaries 


» 


New York, Nov. 2.—McKesson & 


company. 


Robbins, Inc., manufacturer and dis- 


tributor of drugs and allied products, has consolidated its 66 subsidiary 
companies operating in 32 states and Hawaii into the parent organization 
and will operate hereafter as an operating company rather than a holding 


The subsidiaries will operate as divisions of the parent company. No 
changes in management are contemplated. 


| Quaker Oats Stunt Ties Up N. Y. Traffic 


have paralyzed Times Square traffic. 


eration of night clubs in some units. 
minimum copy is 800 lines. 


New York, Nov. 2.—Eight professional bicycle racers, engaging in a six- 
day contest on stationary machines in a second-story window of the Rialto 
Theater, as a Quaker Oats tie-up with the picture, “Six Day Bike Rider,” 


Police are endeavoring to remove the 


attraction but so far have not succeeded. 


Childs Restaurants in Big Campaign 
New York, Nov. 2.—Childs Company embarked on the largest campaign 
in its history this week, using 12 newspapers in New York and Philadelphia 
to feature modernization of its restaurants and policies, including the op- 
Illustrations are by Peter Arno, and 
Peck Advertising Agency is in charge. 


Electric sales promotion plans, 
“A New Road to Profits” was for- 
mulated only after many represen- 
tative dealers in the large outlet 
class were asked for their ideas of 
an effective activity. 

To attract more store traffic and 
increase cleaner sales volume, G-E 
developed three new cleaners which, 
when used in accordance with the 
campaign plan, will serve as potent 
traffic-builders. One was designed 
especially. as a 
leader, and all are 
priced as a lead- 
er, and all are 
priced on a com- 
petitive basis. 

The store serv- 
iee plan is based 
on the company’s 
belief that women 
today are more 
keenly interested 
than ever before 
in attractive 
homes. Depart- 
ment stores using 
the plan will set up a section in 
which constructive ideas on home ar- 
rangement and equipmer*t can, be dis- 
played and demonstrated. G-E clean- 
ers will be shown as the ideal home 
furnishings in good condition. 

The “Get ’Em In” activity, de- 
signed to aid dealers in outside sell- 
ing, was evolved after a series of 
market investigations, field experi- 
ments and development of new sell- 
ing methods. General Electric rep- 
resentatives, actually went into the 
field and worked with dealer sales- 
men as they went from house to 
house. 


J. W. Melver 


Use “Door Openers” 


Special consideration was given 
the replacement market which offers 
the bulk of cleaner profits. Two ma- 
jor problems—how to get salesmen 
inside the door, and how to replace 
old cleaners with new ones—were 
solved with “Rug Taks,” effective 
door openers, and various home dem- 
onstrations which prove conclusively 
to the housewife that her old cleaner 
does not clean her rugs. It was 
found that every woman is glad to 
receive “Rug Taks,”’ which keep her 
rugs from slipping, and in order to 
attach them to her rugs, the sales- 
man is permitted to enter the house. 
Once inside, he starts his cleaner 
demonstration. 

Dealer helps furnished in this cam- 
paign include newspaper advertise- 
ments, window and store displays, 
folders, and, for sales training, films, 
sales manuals and pocket cards. The 
cards present each step of approach 
and demonstration in convenient 
form for the outside salesman’s ref- 
erence. 

The company’s current campaign 
on electric clocks ties in with utility 
companies. Most utilities now pro- 

(Continued on Page 32, Col. 1) 
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November 3, 1934 


| Two major effects on the petroleum 
|business are expected. The first is 
‘a change from dependence upon the 
|crude oil for quality in the finished 
lubricating oil to dependence upon 
manufacturing process. The other 
is that the process expands the lim- 
its of crude available to manufacture 
into good motor oil. Half the crudes 
that now can be used did not lend 
themselves to motor oil refining 


SOCONY REFINES 
LUBRICATING OIL 
BY NEW PROCESS 


ADVERTISING AGE 


ducing the new lubricating oil and 
telling of its significance, sales pro- 
motion material, including magazine 
and newspaper advertisements, was 
| exhibited. 

| Another feature of the preparation 
‘for the campaign was a junket from 
|New York to the Paulsboro refinery, 
just outside Philadelphia yesterday 
‘of a delegation of company officials 
and Getchell executives, including 


BOOK COPY 


(CHEMISTRY is going to try to solve the farm problems | 
as it has tried, and ever will try, to solve our problems 
of national health, national defense and national industry. 
- - - 
Chermstry. as well as religion, is opposed to the Wallace 
-Tugwell-Ezekiel theores of destruction and defeatism. 
We believe our farmers should be allowed to produce 
to the full in God's providence and that it is the job of 
scence to find uses for all surpluses. 


Dr. William J. Hale, formerly head of the Chemistry 


CHEMICAL GROUP 
FIGHTS LIMITING 
OF PRODUCTION 


To Launch Intensive Drive under old processes. Hence, twice as|W. A. Blees, agency vice-president, cath amet RBs ad carla aedist Pras arta . 
many crudes can now be converted|Ed Garbish, account executive and Son tceetadidiamaas banka ataanadien Advertising of New Book ls 
into high quality lubricant. others. ager apse + ctl gapamaeaaaaaaamaeas 


Next Week 


Huge Campaign Planned 
The nucleus of a list of magazines 


New York, Noy. 1.—Following ajto be used comprises Collier's, Satur- 


Including newspaper and magazine 
men, the party numbered 70, accom- 
modated in three special cars. While 
previews of this nature have been 


THE CHEMICAL FOUNDATION, INCORPORATED 
FRANCIS F GABVAN. Prenton 


ook may br cheained trom any book 


The Suractord Company. 49 Congress Street, 8 Mas Preeti w 


First Step 


New York, Nov. 1—A new 


tow veaterday >» Soc Vac. | Jpeni ost ¢ "ime “he | ‘ ‘ : : On- 
preview yesterday, the Socony-Vac- | -~ Eve ning Post and sn ~ : - " ‘held in automobile, furniture and slaught against theories of destryp. 
il Cc any wi ‘ , 2 "S agazine copy is sche 2 0 | . , a P : , ' 
uum Oil Company will launch next) !rst magazine copy 18 schedule ’|other industries, this is said to be| Readers of newspaper book pages | tion and defeatism, such as are gep. 
week a nationwide campaign on Mo- | appear next week in the Post. All aed : ’ a a ae - ‘“ d- P p P g — cl . ee : 
ae : ica : ; wa i |the first time there has been an “a were somewhat surprised this week erally ascribed to certain elements 
biloil Arctic, a lubricating oil pro- | the magazine advertising will be vance showing” in the petroleum Le find this f i Avostt in and out of government circles, ; 
_ ee a le page spreads. ; ae o tin is ftour-column advertise- ; »s 
duced by the revolutionary Clearosol | double-page spreads field. The delegation visited the lab- about to break, the spearpoint being 


Hundreds of newspapers will also 
be employed, with copy in this me- 


is al-| 


process. The new motor oil 
ready in the hands of 100,000 deal- 
ers. |dium beginning in a week or 10 days. 

An elaborate portfolio sent to deal-| Eben Griffiths, Socony-Vacuum ad- 
ers described the move as an explo-| vertising manager, in charge of 


is 


sion of a bomb in the oil industry. At 
a moderate cost, it is claimed the new 
Mobiloil exceeds the quality of the 


the campaign, and J. Stirling Getch- | 


ell, Inc., is the agency. 
Part of the preliminary work was 


highest price competitive product. At|a series of meetings with distributors 
the same time, it is said that it has|and salesmen in all key cities con- 


oratory and a new plant for the 
Clearosol process. Research and the 
erection of this plant, and another 
|at Beaumont, Tex., cost $3,000,000. 


Savings to Be Stressed 
In brief, the new Socony-Vacuum 
motor oil copy will say that motor- 
ists will benefit from the Clearosol 
process in savings in upkeep and re- 


ment of the Chemical Foundation, 
asking ‘careful consideration" for 
the book, "The Farm Chemurgic." 


rings, gummed valves or other an- 


advertisements now appearing in key 
cities on a new book, “The Farm 
Chemurgic,” by Dr. William J. Hale 

The advertising appears above the 
signature of The Chemical Founda. 


noying troubles due to oil. Carbon 
in the motor caused by improper lub-|sponsoring a general movemep 
rication will be greatly reduced, the | against destruction of crops and lim). 
copy will say. In aviation, it will | tation of production and for inteljj. 
eliminate many of the hazards fre-| gent, unrestricted use for the benef 


tion, Ine., which is understood to }y 


‘ong ‘ » greatest ste .|dueted by Socony-Vacuum engineers. | pairs. The new oil lasts up to 25 oa : 5 : : “ ‘ > 
brought about the gre test step for lu . ; aye ' ng |» ae : =p quently originating in the oils used. | of humanity of the things nature anj 
ward in lubricating oil production’ At these meetings, aside from de-| per cent longer, it will claim. Mo- ¢ : : = : 
; . : : ay : z ‘ here = mask 3 oe The savings theme will be con- science have to offer. 
since its inception. scribing in detail the method of pro-|torists will have no stuck piston ; : die : : : 
servative in general. However, some Chemistry is going to try to solve 
— “lof the advertisements will announce the farm problems as it has tried 
that American motorists will save|and ever will try, to solve our prob 
/millions of dollars because of the!lems of national health, national de 
| Clearosol process. It will be asserted |fense and national industry,” says 
| that the new oil is notably free from the Chemical Foundation’s copy. [ 
sludge. was placed by J. C. Bull, Inc. 
Two special features to be adver- “Chemistry, as well as religion, js 
|tised are the maintenance of proper | opposed to the Wallace-Tugwell-Eze. 
u'l dp = | body at extremely high temperatures | kiel theories of destruction and de. 
f UP x e > 2.38 9 A P P ocunr 
ot by a N /and preservation of fluidity at low | featism,” it continues. We believe 
Y : 
Ai: tg yp ay v temperatures. Advance in motor con- our farmers should be allowed to 
¢ 7 . . . : 
Aye " 4 aa y ¥ struction has produced engine speeds | produce to the full in God’s provi: 
In bys } of 4,000 revolutions per minute at dence and that it is the job of sci. 
LS Wy, <B/TIW4 4a } : + . 
ms f° Og gee %, y 90 to 100 miles an hour and tem-' ence to find uses for all surpluses. 
, \ } & Pp “i - 
& ss, 2 . ‘ peratures up to 700 degrees Fahren- : 
ae 7 2 Oy } : The Opening Gun 
Len, ; 3 i ay tf heit. 
kg be 2 : : mee ‘ 
— wad 4% = Wy he et These and other considerations, the While the officials of the Founda. 
~ > ‘ >} ss . r iad . 7 . > sc]. 1 sli son sc ne 
sea. — tel BL “a advertising story will relate, necessi tion declined to ; discuss the cam- 
Dg Stet a ate tated changes that eliminate objec- naign, of which it is definitely an 
f * . q . + : P 
tionable features of old motor oil. nounced “The Farm Chemurgie” js 


TAILOR-MADE 


FOR THE JOB 


poultry feed at Tiffany's or Marshall 
Field's, nor would you use displays 


suited to cosmetics or jewelry. 


Two questions —''What kind of 
customers are you after?" and 
"What outlets sell your products?” 
form part of the ''U S" approach to 


a display project. The result is sales- 


WAYNE 


STARTER 


SPALL MASH 
ont STARTERS 
pork Me Se 8 te 


MAS 


* 


The new process substitutes for the 
'old chemical method, involving use 
of sulphurie acid or clay, a physical 
method whereby undesirable sub- 


stances are washed away simultane- | 


,ously by use of two solvents, much 
as a mixture of sand and sugar can 
| be refined by mixing with water, 
| precipitation of sand and evapora- 
j}tion of water from the sugar. 

Copy will be dramatic, employing 


|such terms “friction fighters.” 


as 


|Trade, gasoline and marine publica- | 


| 
itions will also be used, along with 
'radio, outdoor and other mediums. 


‘Anne Pierce Joins 
| Federal Advertising 


| Anne Pierce, food economist, has 
| been added to the staff of the Federal 
| Advertising Agency, Inc., New York, 
|to assist in servicing food accounts. 
| Her background in the field in- 
|cludes activities as associate editor 
lot the Bureau of Foods Sanitation 
and Health, Good Housekeeping; 
founder and director of the New 
York Herald Tribune Institute; man- 
|}aging editor of The 
| zine in its formative state and later 
|consulting editor; and at present, 


Parents’ Maga- | 


the opening gun, it is learned that it 
plans to carry on the elfo: 7 overs 
wide field. It will probably attempt 
to interest chemists and industries 
throughout the country in redoubling 
their efforts to develop new products 
by chemical means. Specifically, this 
will be aimed at converting agricul 
tural products into new forms that 
will serve mankind in new ways, et: 
riching life and creating greater se 
cial stability. 

The writer of the book is one of 
the leading chemists of the country 
He is consulting chief chemist of the 
Dow Chemical Company and was fol 
merly head of the chemistry division 
of the National Research Council 

| The publisher is The Stratford Com: 
|pany, Boston, and the price is $2. 
It was learned today that the 
‘Chemical Foundation has arranged 
to take some 10,000 copies which It 
plans to place in the hands of chem 
ists, industrial executives and others 
who can assist most in devising new 
| ways of ending surpluses. 


_ Alliance Life Appoints 
| Advertising of the Alliance Life ID 


| surance has 


spot advertising which is tailor-made 


for the job. 


These ALLIED MILLS displays illus- 
trate the point. Designed to catch 


Company, Peoria, IIL. 


home economics editor of Needlecraft . , ‘ 
tor of l J been placed with Horne, Morissey & 


Magazine. At one time she was edi-| , 1:3 ? 

ig ‘ ‘ AP : Co., Chicago agency, which has als 
tor for the Bureau of Chemistry, : "i an le 
United States Department of Agricul. | P&e® appointed by Grommes & UU! 
rate lalihiak li , F lrich, Inc., Chicago, wholesale liquor 


WMAQ Buys Equipment Smith Heads Airline 


| C. R. Smith, who has been wil! 


For sales-spot advertising produced 


aaa we _ . When KYW, Chicago, moves to! American Airlines, Inc., Chicago, !! 
a special class of customers, and not by stock formulas but tailor- Philadelphia Dee. 3, its plant near|seven years, as_ vice-president 
Glen Ellyn, Ill, will be taken over | charge of the Southern division, )® 


intended for use in specialized out- made for your product, your outlets ce WEAR at & orice anid to be about | bees succeedine 


| elected president, 
$60,000. 


Lester D. Seymour, resigned. 


lets, they make sales because they and your customers, you, too, can 


Merchandisable advertising—that 
cleans grocers’ and consumers. 
shelves. 


Metropolitan. 


Sun — Boston Globe — Buffalo 

Chicago Tribune—Cleveland Plain 
r——-Detroit News—New York News— 
hiladelphia Inquirer—Pittsburgh Press— 
St. Louts Globe-Democrat—Washington Star 


are tailored to fit a particular task. rely on "US". 


THE UNITED STATES PRINTING & LITHOGRAPH COMPANY 


"Weekly 


Over 5,500,000 families 
Over 16,500,000 
readers 


CINCINNATI 
320 Beech St. 


NEW YORK 
52-V E. 19th St. 


CHICAGO 
205-V W. Wacker Dr. 


BALTIMORE 
420 Cross St. 


Baltimore 


Times 
] 1] 
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ADVERTISING AGE 


nvitation to a Houseparty fea 


R-S-V-p 


North and East of New York City 

Are eight counties of New York State 

That help to make daytime Manhattan what 
it is today 

They range from sparse Putnam where the 
farms are farmed 

To Westchester and Nassau where towns and 
cities bound each other 

These eight counties have some 1,375,000 
residents 

Prime prospects for most merchandise 

In the minds of most advertisers. 


Y ou can see the Indian sign of the real estater 

On Nassau and Suffolk counties, L. I., 

Where he labored and brought forth 

Lynbrook, Malvern, Roslyn, Seaford, West- 
bury, Woodmere, Brentwood, Bellerose 
and Sea Cliff 

Or turned some two-hundred-year-old fishing 
towns 

Into smart summer residences, such as 

Bayshore, the Hamptons, Quogue and the 
Moriches— 

Names that look nice on Long Island depots, 


[NEWYORK] MASS: 


= = yaa 
= (CONN ; 


i 8 


Society column mentions, personal stationery, 
And department store sales slips, too. 


And there is Westchester with its half million 
consumers 

Its elegant estates, pretty parkways, three-car ga- 
rages, and sought-after weekends 

Where invited guests take it straight or in blends 

These are the spots where your New York office 

Almost certainly on its day off is 

(Our bumblest apologies to Mister Ogden Nash) 

But these are the parties your product should crash 

Land of a hundred golf clubs, bath, yacht and 
hunt clubs 

Locale of polo, horse racing, society flying and 
house parties 

And lots of plain substantial folks who raise a 

lot of kids without publicity 


It’s a very sweet scene in the market picture! 


If you want your product to weekend in 
Westchester 

Or to feel at home in Long Island homes 

Invite yourself in with the regular weekend 


guest in half the homes 
Of these eight suburban New York counties— 
The Sunday News is the only weekend guest 
Welcomed by so many suburban families 
No other New York newspaper circulation 
Even gets close— 
The News goes into five suburban homes to 
every one 
Reached by the average national magazine 
So it is obvious enough 
That if you want an R.S.V.P. from suburban 
New York 
You need Suburbia’s favorite newspaper 


Which is the Sunday News. 


It reaches two families in five among $,000,000 
suburban people 

Two families in three in New York City’s 
7,000,000 

An average of over half the families 

In 113 cities of better than 10,000 population 

Where coverage is always 20% or greater-— 

The cost is so low you can east!y afford it 

And the trend of the times is consistently toward it! 


a News 
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November 3, 1934 


Gas Companies to Tie 


Up withF HA Campaign 


| subsidy 


Atlantic City, Nov. 1—The Ameri-| any city or state are not yet certain. | 


can Gas Association will sponsor a 


support of the Federal Housing Ad- 
ministration program. 
Preliminary plans were approved 


by 2,000 delegates at the 16th annual | 
They | larly, executives 


convention here this week. 
represent 500 utilities selling manu- 
factured or natural gas with an in- 
vestment of five billion dollars, 400 
manufacturers of gas appliances and 
more than 1,000 dealer organizations. 

The gas industry not only is back- 
ing up the powerful electric utilities 


see Valley Authority, but plans a 
straight competitive fight against the 


electric services for the business of | 
home equipment and modernization. | 

H. O. Caster of New York, presi-| kilowatt hour, offered by the munici- 
dent of the Association, announced | pal 
that national direction of the pro-| 


gram wiil be done from its New 
York offices, 
selling activities will be sponsored 
locally by the utilities and associated 
interests. 


Thus the amounts to be spent in| 


vi ass yertising campaigns, | , 
on | Loc al mass advertising ca pers | 60 days, Feb. 1 to March 5 gg said 
nationwide advertising campaign in| however, already are under way, ac- | Masser 


but advertising and|of an expensive and satisfactory gas 


cording to reports presented here. 


Detail Los Angeles Effort 


In the Los Angeles area particu- | 
reported that the | 


/response obtained was so tremendous 
land unexpected that they actually 
| were force d to shut down on display 
| space for a breathing spell in which 
| to catch up with demand. 


The three gas companies which | 


/serve Southern California undertook | 
against such attacks as the Tennes-| 


a gas range campaign last February. | 
The object was to dig in the kitchens 
before electric power should arrive 
from Boulder Dam, and against such 
special electric rates as one cent per 
power department for water 
heating. 

The idea was that “the purchase 


range would prevent the sale of an 
electric range,” according to H. L. 
Masser, vice-president of the Los | 
Angeles Gas and Electric Corpora- | 


tion. A joint program was worked 
out for the sale of AGA—approved 
clock-controlled ranges at not less 
than $89.50 retail. The average 
charge of $40 for the electric clock 
control was knocked off, so far as 
the consumer was concerned, dy a 
arrangement between the 
utility, manufacturer and dealer. 
“The campaign was scheduled for 


“It was expected that with 
good luck a total of possibly 3,000 
ranges might be sold. Instead, the 
total exceeded 13,000. 

“The gas companies prepared their 
campaign plan. The manufacturers 
showed little interest. The principal 
department stores were all for it, and 


|mapped out a magnificent advertis- 
ling campaign to be released at an 


agreed date. 
Barrage of Advertising 


“One store broke out two days in 
advance. The fat was in the fire. 
The others were not to be outdone, 
and the result was a barrage of ad- 
vertising that hit every housewife in 
town. Unquestionably it was this 
great advertising display that started 
the campaign off with such impetus 
that it almost kept itself going. 

“With manufacturers utterly un- 
able to supply the demand we 
actually had to put on the brakes. 
An ad was run: ‘A Promise—All 
Clock-Controlled Gas Range Orders 


First of all, the Indianapolis Radius, with its population of nearly 
2,000,000 and its retail purchasing power of nearly a third of a billion 
dollars a year, is big enough to test thoroughly your product, your pack- 
age and advertising appeal. At the same time, it has all those character- 
istics of the smaller market that make for economy in selling costs. It is 
compact, homogeneous and essentially home-owning. It is 92% native- 
born white and 98.3‘% literate. And it offers sales potentialities far above 


the average for the past three years.* 


Advertising costs are lower, too. Because a single newspaper, The News 
. .. first in advertising in Indianapolis for 39 consecutive years... 
gives you a complete coverage of the market’s purchasing power. 


*Brookmire Economic Service estimates consumer income in 
Indiana 16% higher during the next six months than during 
the same period of last year—32% 


same period of the past three years. 


THE INDIANAPOLIS NEWS 


Dan A. Carroll, 110 E. 42nd St 


JE. Lutz, 180 N. Michigan Ave. 


higher than during the 


Chicago 


NEW CLASSIC TYPE 


PEPAFUM&S 
$123456 
90 


NéW DESIGN 


MODSPN & ICH 
«$1234567890* 


RIVERSIDE PARK STUDIOS 
ADVERTISING, <TC. 


NUMB&P) ONE NORMANDY DAIVE 
CARDEN SPOT OF £Pile” 


This new face of American Type- 
founders is Pericles. It comes in 
caps only, and contains two differ- 
ent "e's' and "r's," as shown in 
this specimen. 


Will Be Filled, But We Ask Your 
Patience On Delivery. This did lit- 
tle but further stimulate the demand, 
for there was no let-up until the 
final date and then an additional 45 
days was required to complete de- 
liveries on orders taken. 

“The customers spent more than 
$1,000,000 cash in 60 days—plus an 
additional large sum in sales of the 
multitude of other ranges without 
clock control. Many of the small 
dealers sold more in a week than 
previously in a year. 

“A total of more than 25,000 col- 
umn inches of newspaper display 
was taken by department and other 
stores; 19,000 inches by the three 
gas companies; and several manufac- 
turers also used the radio.” 


H. W. Geyer of the Southern 
Counties Gas Company and F. M. 
Banks of the Southern California 


Gas Company presented a joint re- 
port confirming and amplifying the 
story. The idea, they said, was to 
“make future competition more diffi- 
cult, and to capitalize the electric 
range advertising which had resulted 
in public acceptance of the automatic 
range as an ultimate.” 


Efficient Control Needed 


They added a caution, however, 
that “under the urge of quick sales 
in a highly competitive campaign, 
little order can be obtained. Due to 
the unforeseen volume of sales and 
unstable state of perfection of such 
ranges at the time of the sale, in- 
spections soon disclosed an alarming 
number of defects in appliances and 
in installations. 

“It is necessary to provide in writ- 
ing that advertising of the sale shall 
be deferred to an agreed date. Even 
then there may be some intentional 
or inadvertent early starters. A pro- 
vision that any concern advertising 
in advance would not be subsidized 
was an ineffectual penalty, since the 
offender might protect himself by 
special arrangement with the manu- 
facturer, and gain the end of having 
the public consider him the first. 

“Advertising efforts should be kept 
under control so far as practicable. 
For example one manufacturer who 
had been delayed in getting a range 
ready for the sale, finally received 
delivery of a few carloads just when 
back orders were a serious problem. 
Those who had been participating 
and who had a number of back or- 
ders were willing to withdraw their 
advertising. The belated manufac- 
turer had no back orders; he could 
deliver at once. 

“He saw no point in helping the 
others who were already ahead of 
him. He advertised immediate de- 
livery. Others in self-protection re- 
sumed advertising, and the race was 
on again. 


Tells of Chicago Campaign 


“We feel that the unprecedented 
amount of advertising received in 
window displays, radio, newspaper 
and direct mail created a public con- 
sciousness of the progress and ac- 


tivity in the gas industry. Gas 
ranges were discussed at home 


social functions, on the golf course 
and elsewhere to an extent hitherto 
unknown.” 

A strong regional campaign in (yj. 
cago also was reported, by ©, 4 
Luther of the Peoples Gas Light ang 
Coke Company. 

The Gas Appliance Society of Ch). 
cago, composed of utilities, manufac. 
turers and dealers, is releasing aq. 
vertising in newspapers and over 
four radio stations under the Society 
name. “We are telling the public” 
Luther said, “about the outstanding 
features and improvements that 
make the gas range of today the 
most modern means of cooking, cal}. 
ing attention of course to the 
‘Tested and Approved’ seal of the 
Society which they should seek jp 
purchasing.” 

H. P. J. Steinmetz, general sales 
manager of the Public Service Elec. 
tric and Gas Company of Newark. 
N. J., emphasized that “the time jg 
opportune to tie in with the Federg) 
Housing Administration plan.” He 
urged that a gas utility center jts 
activities on a kitchen modernization 
program, through its home economics 
department. 

“The service can be introduced to 
the public through a series of news. 
paper advertisements,” Mr. Steip. 
metz said, “showing well-planned 
kitchens by well-known women of 
outstanding ability in their field. We 
have found the heads of home eco. 
nomics departments of colleges, and 
members of the staffs of magazines 
and newspapers, are glad to co. 
operate and permit the use of their 
names. Reprints of these advertige. 
ments should be given to all mem. 
bers of the sales department.” 


Confidence Lacking 


H. O. Loebell of Chicago, general 
sales manager of the Natural Gas 
Pipeline Company of America, em. 
phasized that the general public 
psychology makes a difference in the 
public attitude toward its gas com. 
pany. “People tend to become crit: 
ical,” he explained. “Politicians seize 
the opportunity to attack. An after 
math of the depression also is the 
general lack of confidence in the 
future, with great caution in per 
sonal spending. The only available 
method to break down these barriers 
is advertising and publicity. 

“The public is always surrounded 
by a vast mass of publicity and ad 
vertising designed to influence it one 
way or another, most of it oppor: 
tunistic in nature and attempting to 
create an immediate sale. The pu): 
lic is calloused to advertising cam- 
paigns. It discounts their state: 
ments. It believes that gas is 4 
luxury fuel, and this belief will not 
be changed by advertising alone. 

“Hence it is necessary to create 
publicity which has the ultimate ob: 
jective of creating favorable discus 
sions of gas across the bridge table, 
the back fence or the street corner. 
The publicity and advertising must 
build up interest, create new values 
and have the tone and punch of 4 
community drive.” 

H. O. Caster of Henry L. Doherty 
& Co., New York, president of the 
American Gas Association, also 
called for more publicity. Having 
once served for four years as attor 
ney for a state utilities commission, 
he asserted that rate-making pro 
cedures are shrouded in much wu 
necessary mystery and red tape. “It 
would be very much to our own it 
terest to have such processes 80 
simplified,” he said, “that the people 
can comprehend them. 

“Utility operators must remember 
that they are engaged in a quasl 
public service. The public is entitled 
to know a great deal more about 
their business than if they were 2 
a strictly private enterprise. I think 
it would be highly beneficial to the 
industry if its members could see © 
it that the public does know how 
their business is run, what they ar 
doing to give service, how much tt 
costs them, and the profit they 
make.” 


One More for Reese 
Paul E. Flato, Inc., New York, bas 
appointed Thomas H. Reese & Co. 
Class magazines and direct mail are 
now being used to advertise thé 
client’s exclusive jewelry items, an 

newspapers may be added later. 
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INSURANCE MEN 
HEAR STORY OF 
PENN'S. EFFORT 


Advertising Essential, Ste- 
venson Says 


Memphis, Tenn., Nov. 1.—Cold, in- 
disputable figures attesting to the 
benefits of national advertising and 
direct mail pieces in the life insur- 
ance field were laid before the Life 
Advertisers Association at its annual 
meeting here today by John A. 
Stevenson, general agent of the 
Penn Mutual Life Insurance Com- 
pany, of Philadelphia. 

Mr. Stevenson, who also is presi- 
dent of the Marketing Executives 
Society and president of the Phila- 
delphia Sales Managers Association, 
congratulated the year-old Life Adver- 
tisers Association. Although lightly 
regarded by home offices a few years 
ago, he pointed out, advertising has 
become a recognized and 
instrument of production in 
surance field. 

Stimulated by the inventive fe- 
cundity, installment payment system 
and high average income of a few 
years ago, and backed by widespread 
advertising, he said, innumerable 
products and services designed for | 
the luxury or comfort of the mass 
of the people became serious com- 
petitors for dollars that should have 
gone into life insurance. 

Life insurance, he pointed out, was! 
probably the first product sold on a 
large scale on the installment plan, 
but it had not at that time adopted 
the one measure that had made these 
luxury services and products success- 
ful—national consumer advertising. 


necessary 
the in- 


Penn Starts Advertising 

Then came the depression, he said, 
and in the hectic spring of 1933 Penn 
Mutual, in common with a number 
of other companies, decided the time 
was ripe to tell the public about the 
stability and safety of life companies 
and their unprecedented contribution 
to the public welfare and the main- 
tenance of the nation’s economic 
structure. Starting with copy in two 
national weekly magazines in June, 
1933, the Penn Mutual Company em- 
phasized the dependability through 
good years and bad of both the com- 
pany and the institution of 
surance, 


life in- 


Advantage likewise was taken of 
the unusual opportunity for the sale 
of life insurance policies as depend- 
able income plans to meet any future 
human emergency, and this became 
the keynote of the company’s adver- 
tising. While each piece of copy fea- 
tured the some par- 
ticular type of policy, carrying with 
it a coupon offering the reader a 
booklet on that policy, the first ob- 
jective in each case was to get across 
a real life insurance 


advantages of 


message. 


Details Results 

“T regard national advertising as 
a means of creating what someone 
has called a mass consciousness fa- 
vorable to life insurance,” Mr. Ste- 
venson said, “of establishing and im- 
pressing upon this mass 
ness the fact that the Penn Mutual 
is one of the strong, dependable, | 
well-managed, mutual companies, and | 
as a means of convincing the reader | 
of the necessity for placing the life 
insurance premium among the ne- 
cessities listed in the family budget 
rather than in the surplus, if any, | 
after expenses and costs of luxuries | 
have been met.” 
Acknowledging that returns of in- | 
dividual advertisements cannot read- | 
ily be measured, he offered his audi- | 
ence a glimpse at part of the returns | 
from the direct mail follow-up on | 
such advertising. | 
| 

Follow-Ups Get Results 

An advertisement which appeared 
in October, 1933, he said, brought 117 
the company’s booklet, 


conscious- 


requests for 


“Foundation Plans for Your Family’s 
Income.” 
vertisement, the company offered the 
field a convertible income mailing 
piece known as the Advelope. This 
was sent to 15,800 names submitted 
to the Home Office by 
cost to the company of $757. As of 
Sept. 1, 1934, reports had been re- 
ceived on 10,989 of these names and 
it was shown that $1,059,046 of in- 
surance, with total annual premiums 
of $12,505.78, had been sold. 
Following 


another advertisement 


which brought requests for 220 book- | 


lets, reprints were sent with a mul- 
tigraphed filled-in letter the 
signature of a vice-president of the 
company to 14,105 names. This cost 
the company $801, Reports received 
on 8,203 of these Sept. 1 revealed 
sales of $874,973 of insurance with 
total annual premiums amounting to 
$23,818. 

A third advertisement and direct 
mail folder, the latter following out 
the theme of Financial Independence 
Week and mailed to 16,516 names, at 


over 
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Sept. 1 of this year, $1,014,416 of in- 
|surance with annual premiums total- 


ing $43,324, this amount being shown 
|by reports on 9,142 of the names 
| listed. 


agents, at a} 


Warns of Competitive Copy 


ime : ; , 
in these three instances, in addi- 


ition to the business shown in dol- 
jlars and cents, future prospects to 
ithe number of 2,579 in the first case, 
|2,153 in the second, and 2,330 in the 
third were reported. 

Mr. Stevenson described as a new 
Penn Mutual advertising 
this year the copy in one of the lead- 
ing women’s magazines addressed to 
| housewives, inviting her as “treas- 
urer and purchasing agent in a thriv- 
ling independent business—your own 
|family,” to fully acquaint herself 
with the importance of life insurance 
lin the family budget. 

The speaker warned against “the 
evil infiuence of competitive offer- 
ings” as national advertising by life 
companies multiplies and charged the 


phase of 


m0 


sai 


a cost of $792, brought in, up to| 


nake 


business with responsibility to be 


“scrupulous to the last degree” in| 


what it tells the public, so that faith 
earned by its stability during the 
depression may not be in the slight- 
est betrayed. 


Licensees Get 
Materials for 
Vitex Campaign 


New York, Nov. 1.—The more than 
60 bakery licensees of the National 
Oil Products Company, 
N. J., received this week materials 
for an advertising 
bread made with Vitex vitamin D ex- 
tract, which is designed to present 
this product as an aid to care of 
the teeth and an inexpensive source 
of necessary food elements. 


The plan, prepared by Sheldon, 
Morse, Hutchins & Easton, Inc., re- 
volves about the “4-D Platform,” 


stom ~ ye ™, 
Fane SE coke colOER BNE HETE | ow 


Harrison, | 


campaign on | 


wherein consumers will be adviseg 
to “See your Dentist, practices 
Dental hygiene, plan your Diet ang 
get plenty of vitamin D.” Copy jg 
supplied for all types of mediums 

Through the use of the Vitex 
trademark and the same copy treat. 
ment, it is believed the advertising 
placed by the individual bakers 
will have the effectiveness of a na. 
tional campaign. 

This fact, coupled with freedom 
given the bakers to feature a loaf 
of the size, shape and quality most 
acceptable to their individual mar. 
kets, is expected to result in a sharp 
upturn of copy on vitamin D bread, 


Reese Appointed 


The House of McAteer, sole im. 
porters and wholesalers of Hedges 
and Butler products, including Vat 
250 Liqueur Scotch, and distributors 
of Van der Valk’s Dutch Cordials and 
Gallagher and Burton’s ryes and 
bourbons, has appointed Thomas H. 
Reese & Co., Inc., New York. Adver. 


tising in class magazines and news- 
papers starts this week. 


E has become a national habit— 
| little Henry, the Post’s bright, 
blank-faced boy. Millions of men 
and women look to see what 
Henry’s doing every Tuesday. 


Dr. West’s Toothbrush has _ be- 
come something of a national habit, 
too, since it’s been advertised in 
The Saturday Evening Post. And 


small wonder. 


Post readers, after all, 


Evening Post. 


the 


are 


backbone of America—in numbers, 
in intelligence, in cheir normal, 
comfortable way of life. Where they 
lead, other families follow. And any 
number of advertisers will tell you 
their sales started up when they 
began to advertise in The Saturday 


For the Post has a public ten 
million strong. And the power that 
wins friendship for Post authors 


as well as in good years. That’s 
successful advertisers like Dr.West® 
have found it profitable to place 
the biggest part of their advert 
ing in The Saturday Evening Post 
in the last four years. 


and their characters, works equally 
well to attract customers to the 
advertisers and the products Post 
pages present. 


This power works in hard yea 
why 
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ADVERTISING AGE 


UNEEDA OFFERS 
3-HOUR PROGRAM 


OF DANCE MUSIC 


New York, Nov. 1.—The complaint 
twisting is necessary to imsure a 
eady flow of dance music influenced 
the National Biscuit 
signing for a network series setting 
, new record for length of program. 

The entire network facilities of the 
National Broadcasting Company have 


npeen engaged for a three-hour pro- | 


cram featuring dance music exclu- 
sively and entitled, “Let’s Dance.” 
The contract covers every Saturday 
night for a year, beginning Dec. 1. 


ko .,| With convenience in merchandising | Through the 
me radio fans that endless dial | 


Company in| 


The broadcast will start at 10:30) 
on eastern stations and at 9:30 in the! 


| central and Pacific coast time zones. ithe engagement of three - tamous | Gibson Family Wins 

With this set-up there will be four| dance orchestras. The offering will | “R di St A d 

hours of actual broadcasting. The| be intensively merchandised in maga- | —— a ae $ ars” sage 4 

music will be piped to the Eastern |zine, newspaper and point-of-purchase ines ‘Weusity * Haterdar marta Po 

and Central zones for an hour before | advertising. Direct mail will be used | eqy hour on. NBC. thea been given 

Pacific coast stations are hooked on|to extend the company’s 40,000 stock-|the November Award for Distin- 

at 9:30 Western time. In order to | holders a special invitation to) guished Service to Radio, by Radio 

give the Californians full measure, | listen in. Stars Magazine. 

the musicians must continue at their The record for the longest spot pro- Produced, in all details, exclusively 

labors for an hour after the Eastern| gram was also believed broken this fF the air, the program is created 

and Central stations sign off. | week by K. Arakelian, Inc., New yf ecage- Aesn pap cond tse gait 
Partly for reasons having to do} York, distributor of Madera wines. award Dietz. lyricist gi & 

Hudson Advertising Gamble C ompany is the sponsor. 

the program, it was. originally |\Company the company has arranged 

planned to time the attraction for|an every-night series from 10 p. m. 

the same hour throughout the coun-| to 4 a. m. over WNEW, Newark. 

try. This would have required five a 

hours of broadcasting. 


Given Rue Account 
Advertising of the Handcraft Cor- 
poration, Orange, N. J., maker of 
setsy Ross and Homestead handmade 
The rearrangement made necessary Begole Elected rugs, has been placed with the Heller 
by the fact that time was not avail- | T ypothetae Head Advertising Service, Newark, N. J. 


able on the Eastern stations at 9:30 | Lamont C. Begole, president and oe papers and direct mail will be 
: : usec 


has effected a saving in talent and/|general manager of Richmond & 
time costs. As day rates are charged | Backus Company, has been elected ~~ 
after 11 p. m., only one-half hour of | president of the Typothetae-Franklin Plan Quiites Meets 
the time used on Eastern stations ag crag . Detroit. , ‘ | The Outdoor Advertising Associa- 
: veorge A. Barnes was elected vice-| tion of Missouri will meet Noy. 12-13 
will be billed at the night rate. president, Charles F. Bornman re- lat Hotel Statler, St. Louis, and that 
The agency, McCann-Erickson, Inc., | 


| cording secretary and Lew M. Hough-|of Kansas Nov. 15 at the Broadview 
is busy with negotiations leading to! ton treasurer. ‘Hotel, Emporia. 


“WE FOUND THE POST THE PERFECT 
MAGAZINE FOR OUR ADVERTISING!” 


The makers of Dr. West’s Toothbrushes 
frankly credit the Post with most of their 
sales success—in the following statement: 


“Fourteen years ago, ours was an unknown toothbrush—a 
new product with few users and practically no distribution. 
Thirteen years ago we started to advertise in The Saturday 
Evening Post 

“Today Dr. West’s moves off the dealers’ shelves in a hurry. 
We occupy a dominant position in our field. Our new water- 
proofed anti-soggy toothbrush has been a rapid and out- 
standing success. It would have been impossible for us to 
accomplish this result so quickly, so happily, through any 
other form of advertising. 

“Our advertising schedules over the past 13 years are the 
best evidence of what we think of The Saturday Evening Post. 
We have found it the perfect magazine for our advertising.” 


EVERY DAY, DR. WESTS.. 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS 
AND LIFE TO THEIR CHARACTERS IS THE SAME POWER THAT GIVES 
NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


CO-OP CAMPAIGN 
ON TYPEWRITERS 
TO BE RESUMED 


Radio Talks by Mrs. Roose- 
velt Featured 


New York, Nov. 1.—-The coopera- 
tive typewriter campaign which has 
been suspended since the spring of 
1929, will be resumed Nov. 11 with 
the radio sponsorship of Mrs. Frank- 
lin D. Roosevelt. The joint adver- 
tising activity of the four leading 
manufacturers, Royal Remington, 
Corona and Underwood, is centered 
in the Typewriter Educational Re- 
search Bureau. 

In advance of an official state- 
ment, it is believed that about $50,- 
000 has been appropriated for the 
radio campaign. The program will 


|be broadcast Sunday evenings from 


7:45 to 8 on a coast-to-coast hook- 
up of CBS stations. Batten, Barton, 
Durstine & Osborn, Inc., is in charge. 

The opportunity to engage Mrs 
Roosevelt, even at the reported 
honorarium of $4,000 a broadcast, 
was seized upon because of the ap- 
propriateness of the talent. The ob- 
ject of the drive is to popularize the 
use of the typewriter in connection 
with the educational pursuits of 
children. 

Mrs. Roosevelt, an acknowledged 
authority on child training and the 
head of an educational institution, 
will discuss new trends in educa- 
tion. The speaker and subject mat- 
ter will have strong appeal for 
teachers, an influential group where 
typewriter sales to the juvenile mar- 
ket are concerned. 

As in the case of three former 
radio engagements, Mrs. Roosevelt 
has said she will donate her entire 
compensation to charity. She has 
indicated that the American Friends’ 
Service Committee, Philadelphia, 
will be the beneficiary. One inter- 
est of this organization is educa- 
tional work in rural communities. 
Thus another detail dovetails into 
the general scheme. 


Study Typewriter’s Vaiue 


The first phase of the coopera- 
tive typewriter campaign consisted 
of six months of magazine adver- 
tising. It was begun shortly after 
the group was organized in 1928, 
and, after about $100,000 had been 
spent, was postponed until the 
proper groundwork could be laid. 

Two university professors promi- 
nent as authorities on educational 
methods were engaged to conduct a 
series of studies to determine the 
value of the typewriter as an ad- 
junct to educational facilities. The 
first findings were published in book 
form two years ago and a number 
of supplementary reports have since 
been issued. 

The facts uneovered by the Type- 
writer Educational Research Bureau 
have been placed in general circula- 
tion and have also been used by 
the typewriter companies in con- 
nection with sales activities. About 
$400,000 has been contributed for 
the support of the Bureau in the 
past five years. 


Miss Johns with Agency 


Diana Johns has joined Ralph Ros- 
siter, Inc., New York agency, as pub- 
licity director and in addition will 
conduct dealer and department store 
promotion, continuing to serve her 
own clients, including Lester Gaba 
and Count de Vautier, designers, and 
May T. Lippincott, of Miss Lippin- 
cott’s Sanitarium. 


S. N. P. A. Picks Camp 


Joseph G. Camp, who was for more 
than ten years with the Atlanta Geor- 
gian-American, has been appointed 
S. N. P. A. Labor Commissioner. 


| This arrangement will give Cranston 


Williams, secretary-manager, more 
time to devote to the association’s 
rapidly increasing activities. 
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 sametedte. This necessitated use of |dens, Capper’s Farmer, Child Life, 
ADD MAGAZINES Half columns and columns are | Home, Delineator, Farmer’s Wife, 


IN NEW EFFORT 
FOR PERTUSSIN 


38 Publications to Garry 
Firm’s Winter Copy 


New York, Nov. 1.—The _ moist 
throat method of eliminating coughs | 
is the subject of the fall and winter | 
campaign of Seeck & Kade, Inc., on | 
Pertussin, which has been increased 
considerably over a year ago, being | 
the largest magazine effort ever made 
on behalf of this product. 

Some of the leading magazines | 
have been added to the lists this | 
year, bringing the total up to 38 and | 
giving a circulation of 40,000,000 as} 
compared with 27,000,000 a year ago. | 
In addition, a few Southern religious | 
papers are being used. 

With practically all the advertising 
in magazines, this year’s campaign | 
shows a striking change in the firm’s | 
method of reaching coughers. A few | 
years ago, newspapers were used ex- 


very small insertions. 


slated for the 38 magazines this win- 
ter. In choosing magazines, the firm 
believes its coverage will be highly 
effective, inasmuch as each advertise- 
ment will live as long as the maga- 
zine, that is, a week or a month, and 
will be seen by several readers and 
in some cases several times by the 
same reader. 

Rapidity with which coughs are 
stopped is a headline feature. This 
is followed by a brief testimonial and 
then a diagram showing 
coughs have their source and an ex- 
planation. The text is approximately 
the same as a year ago. 


How Pertussin Works 


moisture glands line the 
throat and bronchial tubes, accord- 
ing to Pertussin copy. In a cold, 
these clog and their secretion dries, 
followed by collection of sticky mu- 
cous and tickling. Pertussin stimu- 
late the glands to pour out their nat- 
ural moisture. 

Some of the copy contains coupons 
good for a trial bottle. All stress the 
fact that Pertussin is safe for young 
and old. In a number of cities, radio 
wiil be used. J. Walter Thompson 
Company is the agency. 

Magazines used are The American 
Magazine, Better Homes and Gar- 


Tiny 


where | 


| Collier's, Cosmopolitan, Country 
Holland’s, Home, The Household 
Magazine, Liberty, Love Mirror com- 
bined with True Experience, Love 
and Romance; 

McCall's, Modern Romances, Mod- 
ern Screen, Movie Mirror, Mystery, 
Parents’ Magazine, Pictorial Review, 
Radio Mirror, Radio Stars, Redbook, 
| Serenade, Successful Farming, Sun- 
| set, True Confessions, True Romance, 
True Story, Woman's Home Com- 
|panion and Woman's World. 

A few religious papers are being 
used: Alabama Baptist, Alabama 
Christian Advocate, Arkansas Meth- 
|odist, The Baptist Message, Christian 
| Herald and Southern Christian Advo- 
| cate, 

The first copy in the new campaign 
appears in November issues. 


Hiner Buys Interest 
Allen C. Hiner, former president of 
the Indiana Republican Editorial As- 
sociation, has purchased an interest 
|in the Newcastle, Ind., Courier-Times, 
|and will succeed Alfred Marshall as 
| secretary of the corporation. 


Joins Emil Harland 


Leo Von MHeygendorf, formerly 
with Foster & Kleiser and Erwin, 
|Wasey & Co., San Francisco, has 
|joined Emil Harland, San Francisco 
|advertising agency. 
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THE CROSLEY RADIO CORPORATION .. CINCINNATI 
POWEL CROSLEY. Jr.. President 


BRINGS MOVIES TO THE CROWDS 


November 3, 


Ba - ’ 4 - 
rie ing leat te se oho tel 


tion, Louisville, which is used to carry motion 
to the customers all over the country, incidenta 


and Kool cigarettes. 


FILM MAGAZINE 
RAPS RADIO USE 
OF MOVIE STARS 


New York, Nov. 1.— That radio’s 
growing interest in motion picture 
stars for its programs is causing no 
little concern to the motion picture 
industry is shown again by an article 
in the current issue of Motion Pic- 
ture Herald which enumerates the 
sponsored programs using Holly- 
wood talent and decries radio’s grow- 
ing efforts to steal a march on the 
motion picture theater. 


“The radio broadcasting industry 
is setting in motion machinery 
which threatens to make the radio 
an even more powerful competitor 
to the motion picture theatre than 
ever before,” reports the magazine. 

Storm clouds auguring even more 
spirited competition between movies 
and the radio are, the magazine re- 
ports: 

“1. Advertising agencies are ‘buy- 
ing up’ radio rights to legitimate 
dramas and musicals with the in- 
tention of making these radio media 


popular with established film and 
stage stars. 
“2. Increased use of motion pic- 


ture star names on regular pro- 
grams despite exhibiter opposition. 

“3. Inauguration of the American 
Broadcasting System, comprising 21 
stations, with indications that, as 
part of its plans for ‘different’ type 
programs, motion picture players 
would be used extensively.” 

The magazine states that ‘while 
the popularity of dramatic and 
musical programs on the air has been 
generally waning, the consensus of 
radio executive opinion is that star 
names and more careful attention to 
radio production details will do 
much to increase their popularity. 
In its effect, the new policy is at the 
expense of the motion picture the- 
atre.” 

62 Programs Cited 


In the radio guides for the week 
starting Oct. 21, 62 programs using 
the talents of film personalities ap- 
peared, the magazine declares. In 
one night, twelve different programs 
were broadcast over the two large 
networks, NBC and CBS, featuring 
15 motion picture personalities, in- 
cluding Tom Mix, Irene Rich, Frank 
Buck, Dick Powell, Edmund Lowe, 
and Grace Hayes. 

“Of special importance to the ex- 
hibitor’s box office receipts is the 
fact that throughout the week the 
majority of such broadcasts occur 
after 2 p. m., continuing all the way 
up to midnight— hours when the 
motion picture theatre expects its 
biggest business,” Motion Picture 
Herald continues. 

The battle between 
executives and players over the 
question of radio appearances has 


production 


been a real one, with the advantage 


"Automovie Deluxe" car of Brown & Williamson Tobacco Corpora- 


“ogee performances 
ly advertising Wings 


Four of these trucks are now in service in the 


South, and a fifth one will be added shortly. 


in favor of the broadcasting 
panies: 

“In Hollywood, where the ques. 
tion of whether radio appearances 
hurt or build up the star, and the 
pictures in which he appears, has 
become a subject of much bitter 
controversy between production ex. 
ecutives and players, the situation 
is apparently still in the favor of 
the broadcasters. At Paramount 
alone, seven contract players and 
stars are appearing on regular pro- 
grams. These include Bing Crosby, 
Lanny Ross, Charles Ruggles, Mary 
Boland, George Burns and Gracie 
Allen, and Jessica Dragonette. 

“More and more players are said 
to be demanding contract clauses 
permitting them to broadcast, and 
more producers appear to be grant- 
ing this permission. Metro-Goldwyn- 
Mayer is reported to be the only 
producer definitely barring  broad- 
casts by its contract personnel, the 
company maintaining that such ae- 
tivity interferes with production 
schedules, resulting in a loss of 
time and money. Exceptions have 
been made, however, in the cases 
of many of its stars, notably Jimmie 
Durante.” 


com. 


Milk Paraphrases 
Political Campaign 


Ohio Farmers Milk, Cleveland, will 
ask parents the day before election, 
to vote for the brand of milk their 
children prefer. 

Phrasing of the copy is in line with 
a campaign by all Cleveland news- 
papers in behalf of a sheriff candi- 
date not on the ballot. 


Merritt Joins Reps 


Arthur H. Merritt, Jr., formerly 
with newspaper representatives in 
New York and for four years with the 
New York Times, has joined the New 
York sales staff of Frost, Landis and 
Kohn, publishers’ representatives. 


New Style Journal 


Vol. 1, No. 1, of Contemporary 
Modes, was issued this week by Style 
Magazines, Inc., New York. The pub 
lication, a monthly, covers the milli 
nery and dress accessory trade fields. 
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ADVERTISING & COPY 
COMMERCIAL ARI 
COM'L PHOTOGRAPHY 


LAYOUT AND LETTERING ———— 
MEN'S FASHIONS AND ___-— 
PHOTO - RETOUCHING ——— 


Dept. L. V., 116 S. Mich. Blvd., Chicage 


ATLAS PHOTO COPY CO: 


THREE LOCATIONS sta. 4047 
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i ver try to erase with a piece of raw rubber? It smears. An imperceptible 
- salting of grit is necessary to dig in, do the job. = It’s the same with an 
2 editorial policy. ‘To dig under the surface takes an extra quality...so rare that 
only a few publications have it...editorial sand that bites in and gets results. 
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THE CROWELL PUBLISHING COMPANY... Collier's, Woman’s Home Companion, The American Magazine, The Country Home 
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Postal Service Must Be Improved 


Advertisers, as well as all other 
classes of business men, are being 
penalized because of a mistaken 
policy of the Post Office Department, 
which is cutting service to a deplor- 
ably low level in order to avoid 
showing a deficit. Under ordinary 
conditions this desire to maintain a 
balanced budget might be approved; 
but under today’s conditions it is 
hardly to be justified by any other 
than specious argument. 

Volume of mail has declined, it is 
true, and the service, it is explained 
on behalf of the Department, has 
merely been curtailed in accordance 
with it. But high rates and poor 
service are not the combination 
which will win back the business 
which has been lost to other methods 
of distribution. Rates may be re- 
duced through legislative action at 
the next session of Congress; in the 
meantime the Department, of its own 
volition, should improve the service. 

All classes of mail users are suf- 
fering from the present policies of 
the Department. First-class mail is 
being delayed in delivery, just as are 
second- and third-class mail. The 
whole program of business is being 
slowed up at a time when accelera- 
tion is demanded from all other fac- 
tors in the business world. In order 
to save money which might be spent 
for useful service in the post office, 
the whole country is being handi- 
capped at a time when the speeding 
up of all forms of business promotion 
would contribute immensely to the 
recovery program of the national 
administration. 

Business interests should make 
their attitude on the subject of im- 
proved postal service clear, not only 


to the Department, but also to their 
representatives in Congress. Out- 
spoken presentations of business 
sentiment will do much to force a 
change of policy. Even though a 
deficit might be shown in the opera- 
tions of the Department, this would 
cause more concern to Postmaster- 
General Farley than to anyone else. 
The government is spending billions 
to promote recovery through employ- 
ment and relief programs. Such a 
plan should begin at home, in the 
government service, through the em- 
ployment of adequate man-power for 
the prompt and efficient distribution 
of the mails. 

We believe that every advertising 
organization in the United States 
should go on record on this subject. 
If national and local committees are 
formed, to investigate the service 
and make recommendations for its 
improvement, the department will re- 
ceive such convincing evidence that 
business men in general and adver- 
tisers in particular demand improved 
and expanded service that even Mr. 
Farley may be convinced that the 
time has come for action. 

Good service is even more impor- 
tant than reduced rates, but the ex- 
perience of the department seems to 
have shown clearly that rates which 
are excessive, as compared with the 
cost of similar service through out- 
side channels, automatically reduce 
the volume of postal business and 
postal revenues. The National Coun- 
cil of Business Mail Users is spon- 
soring a legislative and administra- 
tive program aimed at reduced rates 
for first- and third-class mail. This 
program, too, should be supported 


heartily by advertising interests. 


The Century of Progress Is History 


The curtain has been rung down 
on the Century of Progress. The 
doors closed at midnight October 31, 
with a record of more than 38,000,000 
attendance in 1933 and 1934. The 
final twenty-four hours registered 
the greatest attendance during the 
entire fair, more than 363,000 paid 
admissions passing through the gates. 

The fair was a great success, in 
spite of the fact that it was pro- 
moted during a period of business 
depression and opened at a time 
when business sentiment had reached 
a low ebb, even though business it- 
self was on the rise. The fair did 
its part to improve sentiment, to 
awaken business confidence, and to 
stimulate the business of exhibitors 
and many others who participated 
in the activities which were created 
as a result of the Century of Prog- 
ress. 


Some of those whose great invest- 
ments in exhibits and special build- 
ings at the fair testified to their 
belief in its value and in current 
business opportunities have already 
expressed themselves as well pleased 
with the results. Certainly their 
exhibits were the most amazing and 
dramatic presentation of modern in- 
dustry dedicated to the service of 
mankind ever created. 

The fair itself did not advertise, 
in the usual sense, but the fair was 
advertised by Chicago business men, 
by exhibitors and by publications. 
The attendance, which enabled the 
Century of Progress to pay off every 
bond, with interest—a unique record 
in the exposition field—was the 
product not only of a great show, but 
of promotion which told the story 
| in effective style to the public. 


Voice of the Advertiser 


Ancient Occupation 

To the Editor: Here’s a little joke 
pulled off today in our department 
by one of the leading typesetters in 
St. Louis: 

A St. Louis typesetter, in describ- 
ing the activities of Giambattista 
Bodoni, the creator of the famous 
Bodoni type, said that the master 
did all of his work while he was puwb- 
licity director of the Vatican in 
Rome. 

Believe it or not, this assertion 
was made in all earnestness. 


EvucEeNE D. Ricu, 
Assistant Director of Pub- 
licity, General American 
Life Insurance Com- 
pany, St. Louis, Mo. 


, FF 


Helping the Duce Hold 


Up His Lower Garments 
To the Editor: Thought you might 
be interested in the copy of attached 
letter which we dispatched today to 
Premier Mussolini after having heard 
Lowell Thomas’ recent broadcast, and 
after having read reports in local pa- 
pers concerning the lost suspender 
button of Il Duce’s trousers which 
almost ruined a perfectly good 
ground breaking ceremony. 
We're sure that if he’ll wear the 
Streamlox Braces we have sent him 
he will have no further trouble. 


Moriz M. Dreyrvs, 


Pioneer Suspender Company, Phila- 
delphia. 


“Premier Benito Mussolini, 
Rome, Italy. 


“Honorable Sir: 


“This is to confirm our cablegram 
sent today. 

“Radio news commentators and 
newspapers throughout the United 
States have reported that at recent 
exercises in Italy in connection with 
breaking ground for a new building 
project you were forced to drop the 
pick and grab your trousers—all due 
to the breakage of a suspender but- 
ton. 

“At the beginning of this year the 
Pioneer Suspender Company intro- 
duced a new type of suspender which 
eliminates the necessity for buttons 
as a means of holding up the trous- 
ers. A jewelry clasp—a new inven- 
tion—accomplishes this. This new 
type of suspender has, in the few 
months it has been on the market, 
revolutionized men’s ideas about this 
item of apparel, and hundreds of 
thousands of American men are wear- 
ing this type of suspender and will 
accept no other. 

“Feeling that you might enjoy 
wearing a pair, and realizing from 
the local newspaper articles that 
there was a place in your wardrobe 
for a pair, we have taken the liberty 
of sending them to you today. You 
need not hesitate to wear them—the 
jewelry clasps will hold the trousers 
in a vise-like grip and yet there is no 
chance of their doing any injury to 
the fabric. 

“With the hope that these Stream- 
lox suspenders will enable future 
ground breaking exercises to proceed 
without accident, and that you will 
enjoy wearing them, we are 


Respectfully, 
Pioneer Suspender Company.” 


, VT ¥ 


This Brings a Blush 
to Our Young Cheek 


To the Editor: We will thank you 
for copies of the items listed in your 
“Information for Advertisers’ de- 
partment as enumerated on the at- 
tached list. 


We wish to take this opportunity 
to let you know that we are and al- 
ways have been overwhelmingly sur- 
prised and satisfied with the wonder- 
ful news material contained in Ap 


VERTISING AGE. We were one of the 


A TRULY TRAGIC SITUATION 


—The New Yorker. 


"He's already sold 14 pairs this morning. That man will burn himself 
out before he's thirty.” 


—— an mr 


very first subscribers and the phe- 
nomenal growth of ADVERTISING AGE 
shows that proper attention to jour- 
nalism and correct business methods 
pays in the long run. We take a 
great many business magazines and 
journals, but without doubt ApDvVER- 
TISING AGE is the first and foremost 
one on the list. 


I generally devour its contents the 
first night after it reaches Cali- 


fornia. We wish you continued suc- 
cess; we know you have a bright 
future. 


G. M. BARTLETT, 


General Manager, W-H-Y Nu Prod- 
ucts Association, Azusa, Cal. 


A Subscriber Finds 
His Dollar Well Spent 


To the Editor: Thank you very 
much for the complete information 
concerning cooperative advertising. 
This is exactly what I want. 


When you say you have been 
busy, I must say+that I can readily 
see the reason why. I received the 
No. 1 issue of ADVERTISING AGE, and 
have not missed a copy since. 

I have never in my life seen a 
publication grow so fast, both in 
advertising lineage and editorial ex- 


| cellence, and if it isn’t the biggest 


dollar’s worth in the business, I 
would like to know where to go and 
find more. 
E. K. JOHNSTON, 
Associate Professor of Advertis- 
ing, University of Missouri, 
Columbia, Mo. 


' FF 


Marco Morrow Points 
a Moral with a Story 


To the Editor: Your Oct. 20 issue 
gives us a fine report of a fine meet- 
ing. 

Fifty years ago in the country 
community in which I lived in 


southern Ohio, Deacon White would 


come home from Wednesday night 
prayer-meeting and say: 

“Our church is in a low state of 
spirituality; the meeting was cold, 
and I verily believe the prayers 0! 
fered up never got beyond the 
ceiling.” 

Probably the very next week he 
would say: 

“Oh, we had a wonderful meeting: 
a great outpouring of the Lord’ 
spirit; grace flowed in abundance; 
we were lifted to the skies.” 

In time the brothers and sisters 
discovered that the showers of bless 
ings came only at such meetings it 
which Deacon White was called 
upon to lead in prayer. 
| Your Oct. 20 issue gives a fine '™ 
| port of a fine meeting. 

Marco Morrow, 
Assistant Publisher, The Capper 
Publications, Topeka, Kan. 
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You Have Broken Down 
Our Resistance: See P.! 


To the Editor: What do you mea? 
you may have to do something abel! 
this? We didn’t particularly mind 
your relegating the Photographic Re 
view of the Week to an inside pact 
because after all, the outside back 
page is a good advertising position. 

But “Rough Proofs” belongs 02 the 
front page; it just doesn’t look right 
anywhere else. And certainly ADv™ 
TISING AGE is sufficiently interestil§ 
for readers to start on Page 1 9 
go straight through to the back. WY 
do you want to disturb their readin 
habits? 


Did you ever come home and find 
that the youngsters had opened yout 
favorite newspaper to the funnies 
That’s how we feel when we have @ 
search for the best column it the 
best publication we know of. nd 

Please put it back where it 
longs. 


Ernest H. Russell. 


| Sales Promotion, Erie Lithographing 
| & Printing Company, Erie, 
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To Advertisers 


and Advertising Agents 


The cordial reception you have given our repre- 
sentatives—and the orders you have already 
placed with us—are evidence of the confidence 
you have in the newspapers and publishers be- 
hind THIS WEEK. Such trust merits more than a 
re-stating of our policy: 

“THIS WEEK will be a live weekly magazine of 
intense reader interest, containing only the 


foremost in fiction, articles and illustrations— 


comparable to the best in magazine publishing.” 


We are certain that you will be proud to be 


represented in its pages. THIS WEEK* will be worthy 


of the names and reputations of the twenty-one 


newspapers that sponsor it. We pledge you this 


in acknowledgment of your confidence in us. 


UNITED NEWSPAPERS 
Wagazine Corporation 


420 LEXINGTON AVE. 
NEW YORK, N. Y. 


360 N. MICHIGAN AVE, 
CHICAGO, ILL. 


GENERAL MOTORS BLDG. 
DETROIT, MICH, 


couse’ The Atlanta Dournal SM Eases 


% THE COMMERCIAL APPEAL (=) 


Fall Asvomaied Proms Service ATLANTA, GA. SUNDAY MORNING. SEPTEMBER Jo, 19): 
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523 aru os are PRICE TEN CENTS VOL, CXXIX—NO. 68 lee SSS s 
; RNAL 
Says Life In Cear's 
City Is Study In Con- 
=— ‘rasts he 
Pifty-second Year Ko ~-f-15 pd fy & Sue Sunday. September 30, 1934 90 Pages—Home Edition 


HOME 


¥ 2The MIN NESEOUS JOURNAL 


1084 by The Jonras! Prisiing Company 


EDITION THER (Me wren tore, MINNEAPOLIS, MINN, SUNDAY, SEPTEMBER 30, 1934 100 PAGES-®PRICE 6 CENTS IN MINNEAPOLIS 
4 TI H E B O ~) TO N H E RALD 4 SSE Cg he Ttem-Cribune =< 4 
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janes) THE CHICAGO DAILY NEWS = feennay 


¥ ss vTH Y! YEAR—2 31. ees Cmctbe came mews oe. SATURDAY. SEPTEMBER 20. 1934—TWENTY-SIX PAGES (acme) 


THREE CENTS 


3 na THE CINCINNATI ENQUIRER 


“VOL xcIV NO. . 174—DAILY 


asso bad SUNDAY “MORNING, § SEPTEMBER 30, 1934 86 Pagee—8 Sections 


PRICE TEN CENTS” 


ese- @maha World-Herald Hees 


<a ts pe 
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= : CLEVELAND PLAIN DEALER Seon 
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Sse") he Dallas Moumng News [¥ [= 
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Se ee a 
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¥--= The Detroit News (222 


104 Pages—PRICE, 10 CENTS 


-——— TELEPHONE Riley 7311 


Y | THE INDIANAPOLIS SUNDAY STAR, |#ct 


GREATEST MORNING AND SUNDAY CIRCULATION IN INDIANA. PARTS 


VOL a2 NO 117 SUNDAY MORNING, SEPTEMBER 90, 1934 


re TEN CENTS. 
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CANNERS PLAN 
FINISH FIGHT 


ON LABELING 


Will Battle A, B, C Grades 
In Court if Necessary 


New York, Nov. 2.—While canning 
interests waited this week with what 
patience they could muster for word 
from Washington regarding the 
NRA’s decision on a grade labeling 
program, indications were not lack- 
ing that canners are willing to sub- 


mit to the A, B, C system of grading | 


so ardently championed by the NRA 
consumer’s board only after they 
have exhausted every possible means 
of resistance. 


Ready to Raise Fund 


If the NRA should decide to im- 
pose the A, B, C or some similar 
plan of grading in the face of the 
canning industry’s undying opposi- 
tion, the industry is prepared to raise 


| 


the highest courts in the land, it 


Officials of the National Canners 
Association, whose red-hot statement 


aimed at the NRA consumers’ board | 


a large fund to fight the case through Ptgerner pointed out that A, B, C 


— 


or similar systems of grading quality 


: | s : 
|was strongly intimated here. | wese impractical and unworkable, as 


well as of extremely doubtful benefit 
This report urged 
of descriptive la- 


|to the consumer. 
instead a system 


|still remains the last public state-|beling in which a variety of infor- 


| 
| 
} 
| 
} 
| 
| 


ment on the controversy, pointed out 
that their assertion that they will 
resist in every practical way “the 
ruination of the industry’s business 
and prospects by having forced upon 
it the unsound idea of the theorists 
who have nothing at stake but pride 


of opinion,” still stands. 


| 
| 


In the meantime, any move in any 
direction waits upon the action of 
Division Administrator Armin W. 


| mation about the quantity and qual- 


ity of the product would be included 
lon the label. 

| The report brought from govern- 
mental and quasi-governmental 
groups the charge that the canners 
were “evading the issue,” and the 
demand that A, B, C or 1, 2, 3 grade 
|designations be adopted at once. 
These statements in turn induced 
| the National Canners Association to 


Riley, whose recommendation on the| issue its burning declaration against 


type of quality grading of 
foods to be sponsored by the NRA} 
and incorporated into the canners’ 


code is momentarily expected. 


Many Reports Issued 


As has been reported at length in 
recent issues of ADVERTISING AGr, the 
matter went to Administrator Riley 
following a half-dozen reports and 
counter reports in which a special 
labeling committee of the canners’ 
code authority, the NRA consumers 
advisory board, the consumer stand- 
ards committee, and numerous other 
groups took active and sometimes 
acrimonious parts. 

The original report of the canners’ 


canned | the “unsound ideas of theorists.” 


The Lineup 


Most of the influential and impor- 
tant groups in the food canning field 
have indicated their complete sym- 
pathy with the stand taken by the 
committee which drew up the orig- 
inal report favoring descriptive la- 
beling. Included in this group are 
the National-American Wholesale 
Grocers Association, National Asso- 
ciation of Retail Grocers, Associated 
Grocery Manufacturers of America, 
and a number of chain store organi- 
zations. 

The situation is complicated some- 
what, however, by announcement by 


DOMINATES 


THE 


Is this a 


LYRIC? 


"Catch 'em in the daytime, 


Catch 'em 


Catch ‘em when it's buy-time, 
And do yourself some good!" 


Well, maybe not. 
to the fellow who wa 
service. Catch ‘em 
message, and you ca 
ily purse wide open. 


has only a few choic 


(worse luck!}, but applications will be cheerfully 


received. 


And, may we remind 


metropolitan area of more than 1,142,000 
population, which spends 74.3c of every dollar 


in Minnesota—in th 


U.S. RETAIL MARKET! 


Just Ask FORD BILLINGS 


General 


KSTP, Mi 


NATIONAL 
REPRESENTATIVES 


NE 
Paul H 


CHICAGO—DETROIT 
FRANCISCO 
ir & Spight, Inc. 


SAN 
Greig, Bla 


MINNEAPOLIS—ST. PAUL 


7TH WV. §. 


But it's darn good advice 


KS TP 


RETAIL 


in the mood, 


nts to sell merchandise or 
in the daytime with your 
tch ‘em with the old fam- 


e daytime periods to sell 


you: KSTP dominates the 


e very heart of the 9th 


Sales 
nneapolis, 
or our 


Manaaer 
Minn. 


W YORK 
. Raymer Co. 


MARKET 


lf Denver citizens don't know the 

temperature hereafter, it will be 

their own fault. This 80-foot indi- 

cator is undoubtedly the largest 

thermometer ever suspended from 
a building. 


the Great Atlantic & Pacific Tea 
Company and one or two _ other 
groups that they looked with favor 
upon the A, B, C plan, and might 
even be induced to adopt labels bear- 
ing these government grades as soon 
as practicable. 

The United States Wholesale Gro- 
cers Association and the Food and 
Grocery Chain Stores of America, 
Inc., are reported as maintaining an 
open mind on the question, although 
the latter organization had _ previ- 
ously implied that it approved the 
government’s attempts to foster 
grade labeling. 


Seattle Gas Appoints 
The Seattle office of Erwin, Wasey 
& Co. has been appointed to handle 
the advertising of the Seattle Gas 
Company. . 


Agency Changes Name 

The K. R. Sutherland Company, 
Boston agency, has changed its name 
to Sutherland-Abbott. Its offices at 
234 Clarendon St. have been enlarged. 


Purcell to Chicago 
W.R. Purcell of the Lansing, Mich., 
office of Batten, Barton, Durstine & 
Osborn, Ine., has been transferred 
to the Chicago office. 


Thermometer of — 
80-Foot Length 
Will Sell Coal 


Denver, Colo., Nov. 1.—To furnish 
a practical advertising tie-up betweey 
the temperature and the value of 
coal, one of the largest thermometers 
in the world has been installed on the 
outside of the building housing the 
offices of the Victor-American Fue} 
Company here. 

The thermometer, which is _ ing. 
dentally designed to remind Denver 
residents of the excellencies of the 
boasted Colorado climate, is 80 feet 
high and weighs over a ton. Ajj 
letters and numerals, as well as the 
temperature scale, are made of neon 
tubing and are visible from a great 
distance when illuminated. 

For three months engineers of the 
Electrical Products Company, which 
constructed the monster thermonm. 
eter, toiled over the problem of how 
to handle accurately the short degree 
jumps, finally solving the difficulty 
with a system of electric relays con- 
nected with a mercury thermometer, 
All thechanism is contained within 
a small metal cabinet at the top, 
which is laminated with layers of 
material to furnish resistance against 
the effects of heat and weather 
changes. 


2,000 Dealer 
Names Appear 
In Pabst Copy 


Chicago, Oct. 31.—One of the most 
extensive “salutes to dealers” ever 
to be run by a manufacturer ap 
peared in the Saturday Home Maga- 
zine of the Chicago Evening Ameri- 
ican last week-end when Premier- 
Pabst Corporation bought a double 
truck in four colors and another 
page in black and white to list its 
dealers in the Chicago area. 

The advertisement featured Blue 
Ribbon Genuine Ale, approximately 
one-half of the space in the double 
truck being devoted to a full-color 
reproduction of a merry medieval 
drinking scene. The rest of the cen- 
ter spread, as well as the entire third 
page, carried the names of dealers 
handling the product in the Chicago 
area. 

Some 2,000 dealers’ names ap- 
peared in the lengthy list—a number 
which is believed to set a new high 
mark for this type of advertising. 

The same idea, and identical cov- 
ering copy, was also used in several 
|other cities over the week-end, but 
|with a considerably shorter dealer 
list in their environs, the advertise 
ment was held down to a page. 


Post Elects Kennedy 


| Alex Kennedy, of the Boston Globe, 
| has been named commander of the 
| Crossecup Pishon American Legion 
Post, Boston, succeeding Hal Mac 
Namee of Richardson, Alley & Rich 
ards. 


Auto Dealers to Meet 


The annual convention of the Na 
|tional Automobile Dealers’ Associa 
tion will be held in Detroit Jan. 14-16 
This gathering has heretofore beet 
‘held in Chicago at the time of the 
|}automobile show. 


B.C. McCullagh Dies 
Bert C. McCullagh, for fifteen years 
with the sales department of the Lud: 
low Typograph Company, died of 4 
heart attack at his home in Chicas? 
Oct. 15. Mr. McCullagh was 59 years 
| old. 


— 
———— 
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bution ultimat 
— problem, best 
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MASS PLAN-ADVERTISING. 


:_HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES 


Sales and Advertising executives who recognize 
that regardless of the national scope of their 
business, a campaign in house-to-house distri- 


miliar with the local conditions, are invited to 

submit their problems in any particular market 

to the Advertising Distributors of America, Inc. 
IN CHICAGO IT IS THE 

. BIG 4 ADVERTISING CARRIERS 


BIG 4 ADVERTISING CARRIERS 


ely resolves itself into a_ local 
handled by the agency best fa- 
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oe OKLAHOMA NEW CAR SALES 108% 


, 14-15 


i: ABOVE THE NATION’S AVERAGE 


es 


n year? Oklahoma City is the distributing point for 90% of all the nation. And Oklahoma ranks second among all 
ve automobiles sold in the state. Naturally, the stimu- states with an expected increase in consumer income 
‘hicago lating effect of a 73% gain in new car sales in Oklaho- of 17% for the next six months. 
9 year? ma is reflected in a 23% increase in Oklahoma City’s e 
_ retail sales. Both increases are for the first eight No wonder Oklahoma City and its 26-county suburban 
4 months of 1934 over 1933. territory continues to be a rich market not only for 
|G. cars but for other commodities. 
LES NEW CAR SALES (in units) Ist 8 MONTHS, 1933-34 
. 1933 1934 Gain % Gain And sales messages in the Oklahoman and Times con- 
i Oklahoma o.oo. . 16,774 29,101 12,327 73 tinue to go into 9 out of every 10 Oklahoma City homes 
West South Central®........ 85,352 132,870 47,518 55 —into 62% of the urban homes in the Oklahoma City 
et United States.................... 1,047,116 1,417,709 370,582 35 Market—at the lowest milline rate in the state. 
*Oklahoma, Texas, Louisiana and Arkansas. This group shows the largest per 
cent of gain of any of the other eight groups of states. 
THE DAILY OKLAHOMAN 


And that’s not all! Oklahoma City is still one of the 


few “white spots” on the business conditions map of OKLAHOMA CITY TIMES 
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To Ruthrauff & Ryan 


The Stearns & Foster eee | 


Lockland, Cincinnati, has appointed 
Ruthrauff & Ryan, Inc., 
vertising. Magazines will be used. 


New Agency Opens 
The advertising agency of T. S.| 
Hausner and John Trojan has taken 
space in the Bonnell Bldg., Newark, 
N. J. 


Distilleries Appoint 


United Pag sg Advertising, 
ark, N. 


New- 
has been appointed to 


to place ad- | handle em. &. of Lord Stirling 
| Distilleries of Kings, N. J. 
| ———— 


* 9 
Cambria’s New Post 
Frank G. Cambria, former eastern 
manager of Sporting Goods Journal, 
has joined the sales staff of Dry 


| Goods Economist. 


2? 


I. What magazine has given 


the most timely and concise pic- 


ture of the causes of the present 


labor disturbances? 


oe Why did 103 famous men of 


Ameriean finanee sit down and 


write voluntary letters com- 


menting on an article by Eustace 


Seligman regarding the Securi- 


ties Act? 


4 What monthly magazine of 


100.000 circulation now offers 


a ten-day closing date for ad- 


vertising ? 


The Largest Farmers’ Paper 
The Weekly Kansas City Star... 


Largest Farmers’ Paper’s Excess 


rhaswers on page 30 


The Largest Farmers Paper | 
The Weekly Kansas City Star 


Weekly Star Saving _ 


Differential in favor of The Weekly Kansas City Star. 


DON FRANCISCO 
~ SPIKES RUMOR 
— OFL&T MOVE 


“Entirely Without Founda- 
tion,’ He Declares 


| Los Angeles, Cal., Oct. 31.—Per-| 
ke sistent rumors in many parts of the | 
country that Don Francisco, vice- 
| president in charge of Pacific coast 
operations for Lord & Thomas, would 
shortly move the 
seene of his oper- 
ations to New| 
York, possibly as | 
president of the | 
agency, were vig- 
orously denied 
here today by Mr. 
Francisco. 

“The report 
that Iam going to 
New York as pres- 
ident of Lord & 
Thomas is entire- 
ly without foun- 
dation,” Mr. Fran- 
cisco informed 


Don Francisco 


ADVERTISING AGE. 


its | 
At the re- 


has reorganized and expanded 
staff both East and West. 
quest of Mr. Lasker and Mr. 
have made three trips Eastand spent | 
approximately four months in 
York helping in this work. 
“Mr. Sollitt and Mr. Lasker have 
urged me to spend as much time in 
the East on these matters as I am 
able in justice to our business in 
|California. I have never been of- 
‘fered the presidency of Lord & 
| Thomas and, so far as I know, there 
|is utterly no basis for the rumor that 
| Mr. Sollitt has even considered re- 
| tiring.” 
| His trips to New York, and the 
|fact that he interviewed hundreds of 


| applicants for various positions while | 
there undoubtedly gave rise to the}! 
now | 


erroneous speculation 
Francisco believes. 


| wholly 
lrife, Mr. 


Glad to Spike Rumor 


He has received numerous phone 
lealls and letters concerning the re- 


| ported change, and is glad of an op- | 
rumors, | 


|portunity to “quash” the 
which were becoming very embar- 
rassing, Mr. Francisco told ADVERTIS- 
| ING AGE. 
| “AR of fact,” Mr. 


matter Fran- 


“During the past year Lord & Thomas | 


Sollitt I I 


New | 


| cisco said, “the question of my going 


by Mr. Lasker and myself. I believe 


fornia, but I have been unenthusias- 
tic about any change, preferring to 
remain on the coast where I have 
lived for twenty years and have my 
home, friends, business and other in- 
terests. 

“I do not say that I shall never 
|go to New York, any more than I 
would say I would never go to Lon- 
|don or Paris. But I do emphatically 
state that I have not been offered 
the presidency of Lord & Thomas.” 

Mr. Francisco has been with Lord 
& Thomas for the past 13 years and 
lin point of service is its oldest ex- 
| ecutive of the agency, with the ex- 
|ception of Albert Lasker, chairman of 
ithe board. 


Before joining Lord & Thomas he | 
| was for seven years advertising man- | 


|ager of the California Fruit Growers 
| Exchange. 


| Handling Merriam’s Campaign 

| Four days after returning from 
|New York six weeks ago, Mr. Fran- 
|cisco was drafted to take charge of 


the publicity campaign to defeat Up- | 
Democratic candidate | 


ton Sinclair, 
for Governor of California, and since 
then has been divorced from the af- 
|fairs of Lord & Thomas for the dura- 
ition of the campaign. Under Mr. 
|Francisco’s direction, the pro-Mer- 
| Flam Anti-Sinclair drive is being con- 


advertising promotional 
with all forms of media including | 
newspaper advertising and publicity, | 
radio, outdoor posters, 


‘play, pamphlets, ete., 


Donnelly’s New Work 


| Post Office Department from 1925 to 
| 1933, and special counsel for the past 
year, has retired from 
service, and will engage in the pri- 
vate practice of law in Washington. 
Associated with John A. Nash, Chi- 


and Donnelly, and will also maintain 
offices in Chicago. 


Arther to Lecture 


The Pittsburgh Paint Salesmen’s | 
Club has retained W. C. Arther, F. 
+A. Ensign Advertising Agency, to de- 
liver a series of lectures during the 
winter season, on modern marketing, 
salesmanship, and advertising. 


Names David Malkiel 


Canada’s Pride Products Company, 
Inc., Boston, has appointed David 
Malkiel, Boston agency, to handle ad- 
vertising of Johnson’s Milco-Malt and 
| Nance Lee Pure Cocoa. 


Rural Route 
Subscribers in 


Oklahoma 


8% 


Advertising 


Rate 


$1.25 per line 
65c per line 


60c per line 


to New York has been discussed sev- | 
eral times during the past ten years | 


I could be transferred to Chicago or | 
New York if I wanted to leave Cali- | 


- —— 
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Wadhams 
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SOMMER DRitiey 


oa 
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. 08 SEPT 1h 
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Wadhams 


PEBALABCES Fee 
FALL ABD Shing 
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8 


6 pu pote 


mens wane 


al - O80 OF tite 


Wadhams 
OEBALANCES Foe 
DISTER ORiting 


at_-NOW IN Lay Sat 
FALL FORMULA 


Varied formulae for different sea- 
sons are stressed in this newspaper 
copy for Wadhams stations in Mil- 
waukee, which now sell Mobilgas. 


Neudiaite Thain 


ducted on the lines of a commercial | 
campaign, 


window dis-.| 


being utilized. | advertising manager of Carson, Pirie, 


Horace J. Donnelly, solicitor of the | stestion ott) in Mal tee. & 


|/nominations reported to the board of 
government | 


cago, the firm will be known as Nash | Chicago 


For President 
Of Chicago Club 


Chicago, Noy. 1.—Richard Thain, 
Scott & Co., wholesale, has been nom- 
inated for president of the Chicago 
Federated Advertising Club. The 


Other 


governors today for approval were 
as follows: 
Lyman H. Weld, Mitchell, Faust & 


Co., first vice-president; W. J. Byrnes, 
Tribune, second vice-presi- 
dent; Mercedes Hurst, Commonwealth 
Edison Company, third vice-presi- 


| dent; Chester HM” Price, City National 


|, Bank and Trust Company, 
land G. D. Crain, Jr., 
AGE, treasurer. 

Other nominations may be made by 
the membership direct. 

W. Frank McClure, Carroll Dean 
Murphy, Inc., who has served as pres: 
ident since the new club was organ: 
ized last April, reported today that 
the club now has a membership of 
more than 600. Permanent club quar: 
ters will be leased before the end of 
the year. 


secretary; 
ADVERTISING 


New Stokely Officers 


At the recent annual meeting of 
the board of directors of Stokely 
Bros. & Co., Inc., Indianapolis, the 
following new officers were elected: 
John B. Stokely, executive vice 
president; Charles C. Culp, vice 
president in charge of sales; Ed- 
ward D. Eberts, vice-president in 
charge of engineering; Lyle 
Moore, vice-president in charge of 
Southern operations; Charles A. 
Nugent, secretary. 


Real Coverage 


IN IOWAS 
RICHEST MARKET 


(00 the City 


An theCounty 
(Wain ABC Area 


Gedur Rupids Guzette 
Represented Nationally by 


ALLEN-KLAPP-FRAZIER CO. 
New York Detroit St. Loui 


Chicago 


Novem 
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The MOTION PICTURE UNIT 


Motion Picture Movie Classic 


Announces 


STRONG NEW OWNERSHIP 


HIS announcement is of deep significance to advertisers who scrutinize 
carefully the financial responsibility of film magazine media. 


Under its new ownership, Stanley V. Gibson will continue as President 
and Publisher and will have associated with him Samuel J. Campbell, 
President and Treasurer of Kable News Company, one of the largest 
magazine-distributing organizations in America, and Vice-President and a 
Director of Kable Brothers Company, one of the country’s largest publica- 
tion printers, Warren A. Angel, Vice-President and General Manager of 
Kable News Company and A.K. Taylor, executive of Kable News Company. 


By this announcement, MOTION PICTURE UNIT, long regarded as the 
most attractive advertising investment in its publishing classification, returns 
to a position of impregnable financial stability. 


; MOTION PICTURE UNIT has always led the way in the intelligent and 
artistic presentation of Hollywood news and romance. It has served through 
these years as the pattern for all successful film publications. 


ft The high editorial standards and excellence of mechanical production 
' will be maintained. MOTION PICTURE UNIT will be even finer than ever 
in appearance and attractiveness. 


Thus, MOTION PICTURE UNIT once more re-aflirms its former posi- 
tion of leadership in no uncertain way. 


MOTION PICTURE UNIT 
Stanley V. Gibson 


Publisher 
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Metal Bag for 
Potato Chips 
Is Introduced 


Philadelphia, Pa., Nov. 1.—A rad- 
ical departure in packaging of po- 
tato chips which promises to revo- 
lutionize the merchandising of this 
popular American tidbit is making 
its debut under the banner of the 
Betsy Ross Potato Chip Company, 
whose plant at Richland, Pa., pro- 
duces more chips than any other 
plant in the United States. 

The new package is a metal bag 
developed by the Reynolds Metals 
Company It permits only a frac- 
tion of the usual moisture absorp- 
tion and in addition to being grease- 
proof and radiant heat-proof, pre- 
venting staleness, is also light-proof, 
guarding against the discoloration 
and rancidity which 


laboratories have shown to result 
from exposure of foods to light, par- 
ticularly in the case of oil-contain- 
ing foods. 
Susceptibility 
light and moisture, necessitating 
frequent delivery and pick-up of stale 
packages has confined operations of 
chip manufacturers to local areas 


tests of the} 
United States Bureau of Chemistry | 
as well as by the Reynolds Metals | 


of this product to| 


and up to now prevented any manu- 
facturer from achieving national dis- 


tribution. The new package is said 
to offer a definite advance in this 
direction. 

Comparative laboratory tests of 
glassine, waxed paper and metal 


bags showed marked advantages for 
the latter in each instance, it is re- 
ported. In one test ehips in glas- 
sine and metal bags were exposed to 
ultraviolet radiation for two hours, 
then exposed to air at 85 to 90 per 
cent relative humidity, 100 degrees 
Fahrenheit, for four days. The chips 
in the glassine bag absorbed ten 
per cent moisture and became soggy, 
rancid and offensive in odor, while 
the metal bag was impervious to 
moisture and the chips it contained 
remained fresh, crisp and inviting. 
Chips exposed to the same humidity 
and temperature in a metal bag for 
thirteen days absorbed only 0.11 per 
cent moisture. 


Mello-Glo Anantete 


Mello-glo Company, Boston, has 
‘appointed Mark O’Dea & Co., New 
| York, to direct advertising. Maga- 
|zines and trade papers will be used. 


Opens Coast Offices 


Kelly, Nason, & Roosevelt, Inc., 
New York, has opened western offices 
lin the Monadnock Bldg., San Fran- 
‘cisco, to be managed by Frank J. 
| Mannix. 
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A. & P. CLOSING 
~IN CLEVELAND 
STARTS BATTLE 


‘Other Groups Seek Chain’s 
Former Customers 


Cleveland, O., Nov. 1.—Closing ot 
the Great Atlantic & Pacific Tea Com- 
|pany stores in Greater Cleveland on 
| Oct. 27 caused a dramatic stir in 
|food and advertising circles. The 
| closing came suddenly following a 
demand of local unions for a closed 
‘shop agreement and a picketing cam- 
paign to prevent truck deliveries be- 
tween warehouse and stores. 

| The feeling still persists in many 
|quarters here that the closing of the 
| A. & P. stores will not be permanent, 
and recent advices from Washington 
‘and New York reporting the possi- 
bility of a satisfactory settlement of 
ithe points at issue tend to confirm 
| this belief. At the same time, move- 
| ment of Cleveland warehouse stocks 
to other warehouses of the chain are 


" 


( 


COMMU 


HE closeness of the bond of contact between the newspaper and its read- 


ers can be measured in the volume of advertising results. 


In Cincinnati 


this bond of contact between the Times-Star and its readers is one of unshak- 
able confidence and mutual understanding; an influential union that offers the 
national advertiser a responsive contact with a vast group of substantial citi- 
zens who are able to indulge their inclinations to buy. 


CINCINNATI TIMES-STAR 


Hulbert Taft, President and Editor-in-Chie 


New York: Martin L. Marsh, 60 


East 42nd Street. Chicago: Kellogg 


M. Patterson, 333 N. Michigan 


A. & P. TELLS STORY 


| TO THE PUBLIC: 


| The Great ATLANTIC & PACIFIC Teo Company 


One of the full-page advertise- 
ments which A. & P. used in Cleve- 
land dailies to explain its position 
in the labor controversy which 
finally resulted in the closing of 
some 300 of the company’s stores 
in that city. 
reperted to be proceeding without in- 
terruption. 

Immediately following the an- 
nouncement of John A. Hartford, 
president of A. & P., that the com- 
pany would withdraw from. the 
Cleveland territory, competing com- 
panies in the retail field started a 
drive for the floating trade. Hitherto, 
only Mondays and Fridays have been 
customarily used for heavy news- 
paper advertising but at least two 
chains used space on Tuesday, 
Wednesday and Thursday of this 
week to capture former A. & P. pa- 
trons. 

A. & P.’s own announcement of the 
situation confronting the huge chain 
came in two full-page advertisements. 
The first, bringing to light the diffi- 
culties under which it operated, was 
published in all Cleveland dailies on 
Friday evening and Saturday morn- 
ing. The second, informing the pub- 
lic of the company’s forced closing 
and its decision to leave the city, 
was published in all dailies on Mon- 
day and Tuesday. 


National Advertisers’ Gain? 


Since many of A. & P.’s own brands 
were leaders in the Cleveland mar- 
ket, a great rush of national adver- 
tised brands to captivate this big 
slice of trade through advertising, 
was predictea. In the retail field, it 
was believed that local independents 
might form one or more voluntary 
chains of their own or outside chains 
might invade the territory. The two 
large local.voluntaries have already 
been expanding rapidly, especially 
during the past twelve months. 

During the past year there were 
seven advertisers in the retail gro- 
cery field in Cleveland. These in- 
cluded A. & P., the Fisher Bros. Com- 
pany, Kroger Grocery & Baking Com- 
pany, and Piggly Wiggly, big chain 
operators; the United Food Stores 
and the Edwards Food Stores, local 
voluntary groups; and the Chandler 


& Ruud Company, with eleven spe- 
cial food stores. 
If the A. & P. definitely leaves 


Cleveland its advertising will be hard 
to replace. Its lineage in 1933 was 
415,854 as against 324,484 for Kroger 
and Piggly Wiggly, and 277.216 for 
the Fisher Bros. Company. 


Did One-Fourth of Business 


Competing chains are withholding 
their plans at this time but it is 
believed that expansion will be called 
for unless the A. & P. units are re- 
opened. Since Fisher and Kroger 
stores have closely adjoined the A. 
& P. stores throughout the city, they 
will logically absorb most of the lat- 


ter’s trade. At the same time the 
voluntaries and independents will 
get a certain slice of the busines’. 


A. & P. has operated 428 stores in 
the Cleveland warehouse district, in- 
cluding the 293 closed units in met- 
ropolitan Cleveland. The Fisher 
Bros. Company maintains a chain of 
310 stores with nearly 3800 of them 
in Greater Cleveland. Kroger stores 
are said to number 167 in Cuyahoga 
County, most of which are in Cleve- 


land and adjoining suburbs. The Ed- 


—— 


wards Food Store voluntary chaj, 
has over 300 stores with about 2% 
in Greater Cleveland. The Unite, 
Food Store group numbers about ly 
with approximately 75 in Greate, 
Cleveland. 

According to the Cleveland Pre, 
pantry inventory of November, 14 
the Fisher Bros. Company did 37 
per cent of all local grocery volume 
the A. & P. did 23.7 per cent; an) 
Kroger did 9.6 per cent of the bys 
ness with Piggly Wiggly doing 
per cent. All other stores did 284 
per cent. 


19 Advertising 
Agencies Set Up 
Southwest Group 


Houston, Tex., Oct. 31.—The Sout) 
western Association of Advertising 
Agencies was organized here at , 
meeting held late last week, with 15 
agencies forming the charter men 
bership. All bona fide agencies jy 
this section of the country will be iy 
vited to join the new organization. 

The association seeks to establis) 
a better understanding of advertis 
ing in the Southwest, to encourag 
closer contact among agencies, an( 
to define standard agency practice 
It will work with media association; 
toward setting up recognition stan 
ards, and will provide a clearin: 
house of information for individu! 
agencies. 

Miles F. Leche, vice-president o; 
Hanff-Metzger, Inc. (Southern 
Houston, was elected president. Ott 
Bruck, vice-president of Johnston 
Advertising Company, Dallas, was 
chosen vice-president, and Alfons 
Johnson, Dallas, secretary-treasure 

Other members of the executiy 
committee are: Jay H. Skinne 
Houston; P. C. Franke, Jr., Franke 
Wilkinson-Schiwetz, Inc., Houston 
Victor Lemay, Albert Evans, In 
Fort Worth; C. B. Wakeley, Tracy 
Locke-Dawson, Inc., Dallas; Jack \ 
Pitluk, San Antonio, and J. Richari 
Brown, Brennan, Brown and ( 
Inc., Dallas. 

The membership 
Binkley Advertising Agency, She 
man, Tex.; Brennan, Brown & Co 
Inc., Dallas and Houston; Carpenter 
Rogers Company, Dallas; Crook Ad 
vertising Agency, Dallas; John Pe 
ton Dewey Advertising Agency, Da 
las; Edwards Advertising Agence 
Dallas; Albert Evans, Inc., For 
Worth; Franke-Wilkinson-Schiwet? 
Inc., Houston; Haggard-Hague A 
vertising Agency, Houston; Hanf 
Metzger, Inc. (Southern) Houston 
Hubbard Advertising Agency, For 
Worth; Johnston Advertising Con 
pany, Dallas; J. B. Payne, San Al 
tonio; Pitluk Advertising Compan! 
San Antonio; Ratcliffe Advertising 
Agency, Dallas; Rogers-Gano Adver 
tising Agency, Houston; Jay 4 
Skinner Advertising Agency, Hous 
ton; Tracy-Locke-Dawson, Inc., Da 
las and New York; Henry M. Hane! 
Advertising Company, Dallas. 


now includes 


Jean-J. Guay Joins 


. . 
Canadian Magazine 
Noel E. Lanoix, president of / 
Revue Moderne and La Petite Revw 
Montreal, has announced the appoil!' 
ment of Jean-J. Guay as a repr 
sentative of these publications. 
Guay, who has served as Canadia 
trade commissioner in Italy, Bé 
gium, and a number of other Ew 
pean countries, will act in an advil 
ory merchandising capacity for U 
benefit of advertisers and agencies 
La Petite Revue is now being Pu 
lished twice a month in a new ? 
mat, the page now containing ?! 
lines. 


Mackinnon Promoted 

Ross Mackinnon, who joined Ht 
son Motors of Canada Ltd. as sae 
manager in July, 1933, has_ be 
named a vice-president and dire! 
ot the company. Sales during ! 
first eight months of 1934 showed | 


|inecrease of 148.5 per cent over ! 
| corresponding period of 1933. 


New South Bend Agency 

With L. W. Graham, Earl W. Ja! 
| son, and Harvey Wetmore as inco!l 
rators, the general  advertls!!> 
agency of Graham, 
foesa Inc., has been 
South Bend, Ind. 


Jackson & W 
organized 


Nove 
——— 
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HARTFORD leads the nation as the 


number one test market city selected by 


the 129 leading agencies and advertisers 


replying to Sales Management's Survey. 


Sales Management, the nationally 
known business magazine has an- 
nounced the results of a cross-section 
survey among representative advertising 
agencies and large national advertisers, to 
determine the most responsive market 
for a test sales and advertising campaign, 
fora product of universal use and suit- 
able for sale in every section of the 
nation. 


One hundred and twenty-nine sales 
and advertising executives, representing 
as many organizations,were interviewed. 
Among them were such important and 
successful advertising agencies as N.W. 
Aver & Son; Batten, Barton, Durstine 
& Osborn; Campbell-Ewald Company; 
Erwin, Wasey & Company; William 
Esty & Company; J. Stirling Getchell; 
Lord & Thomas; McCann-Erickson; 


* IT PAYS TO 


Che 


Ruthrauff & Ryan, and many others. 
The opinions were sought of such na- 
tionally known manufacturers as West- 
inghouse & Company; Sun Oil Com- 
pany; Quaker Oats; Vick Chemical Com- 
pany; The Great Atlantic & Pacific Tea 
Company; E. R. Squibb & Son; Kolynos; 
Raybestos Company, etc. 


One hundred and sixty-two different 
cities were suggested as ideal test 
markets. Hartford led the entire list as 
the first and most typical American test 
market. 


Hartford is proud that these experts 
in sales and in advertising agree that Hart- 
ford has all the elements necessary for 
successful selling. We know that Hart- 
ford isa fine city in which to live; we 
know that business conditions are good; 


we know that our wholesale and retail 
merchants are always alert to offer new 
goods and services to their customers; 
we know that many manufacturers have 
successfully introduced their products 
for the first time anywhere to the people 
of Hartford. But we didn’t know that 
those who are charged with the responsi- 
bility of directing thesalesand advertising 
destinies of many of the world’s largest 
enterprises agree that Hartford has all 
those most necessary essentials that 
constitute the ideal market in which to 
trade. 


This is a wonderful testimonial to 
our merchants, our manufacturers and 
our institutions and to the culture, dis- 
crimination and prosperity of our people. 
Indeed we are proud. 


TEST IT FIRST IN HARTFORD x 


FHarttord Cimes 


HARTFORD, CONN. 


Represented by J. P. McKINNEY & SON 
Chicago 


New York 


San Francisco 
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New Ideas Are 
Tried in Katz 
$1,000,000 Sale 


Kansas City, Mo., Oct. 31.—Kat, 


| the fall, during which the series was 
to appear, the college “models” of- 


18 ADVERTISING AGE 
fered a means of obtaining a natural- 


ness not thought possible with pro- 
fessional models. 
Little effort was made to produce 


selling copy in the usual sense, but 


AMATEURS PRESSED INTO SERVICE 


“HOLD 
YOUR HAT— 


in preparing the advertisements, it 
N IL py was hoped that a friendliness not 
common to most gasoline copy might 


—_—_——_—__ 


be developed. Size of insertions 
ranges from 25@ to 560 lines. 


we're going to 
town...” 


Drug Company's “annual million do}. 
lar sale,” held this week, struck a 


new high-water mark in the drug 
chain’s promotion of the event with 
several new and very’ unusual 
wrinkles. 


informality, Friendliness Are 
Achieved 


Students Do the Talking 


Special virtues of the product are She may be old, mister, 


told in an indirect way reflecting a and she may rattle a little Introduced with a five-page adver. 

consumer viewpoint. The college here and there. But she a/ ; tisement in the Sunday Star ang 

ae students do the talking, their re- gets along the road and don’t you forget it. And with a couple smaller space in the Journal-Post 

we Little Rock, Ark., Nov. 1-Employ-|marks comprising most of the text. of gallons of Lion Knix-Knox in the tank, we'll be on our way. the sale got under way with the aig 
: ing a theme selected in an effort to|The adult point of view is brought | don’t know what's in that gas and I don’t care. But I do know LION 


of such things as a coupon book 


: re she C nix- i i members “a . 
get away from the usual run of gaso-|out in what the Students quote dads when that Knix-Knox hits this motor the old bus re KNIX- N X which the company’s stores sold for 


. <capagices , : nd. Knix-Knox, this 
line advertising in which claims and |as saying about Knix-lNnox. op 2 — ° tema am arow GASOLINE ten cents, and a repetition of las 
counter-claims predominate, the Lion “Who do you think you are--Bar- oe hed year’s “Katz No Money Auction.” 
Oil Refining Company in its fall }|mey Oldfield?” one student asks his The coupon book, a substantial 


campaign on Knix-Knox gasoline is|driver-chum, as they speed along. Typical copy in the new Knix-Knox gasoline campaign in which col- pocket-size affair of 32 pages, con 
seeking realism by making use of |“Naw, it ain't me; it’s this car and lege boys and girls do the modeling as well as the talking. tained “82 money-saving coupons, 
students from local colleges. Lion Knix-Knox gasoline. You know Ba 


including three which entitled the 
owner of the book to secure mer. 
chandise without charge. The other 


The campaign consists of a series |When you put a load of that gas in a P 
of eight advertisements. They are|anything that'll still move on four|when out on a date is no fun, and jeven if your Dad did buy you a new 


scheduled to run in 60 newspapers | wheels, you're going to get places, ..|is even detrimental to the unper- | car, and now here we sit. I don't 79 coupons featured a number of 
throughout the South, continuing into]Dad ought to know and he docked |turbed, progressive flow of romance, know what's wrong with the silly 


single items and combinations of 


December. Radcliffe Scott Haun and|me a week's allowance once when |one infers from the Lion copy. A old thing but Pll bet it you'd use Lion items, including scores of nationally 
Associates prepared the campaign. he found I bought another kind of |couple = of the— advertisements are Knix-Knox gas you wouldn't be pid- | advertised products. The coupons 

The copy is light and easily under- | gas.” built around this thought. , dling around that engine and may be redeemed at any time up to Mo 
stood. The primary concern was to While it is doubtless true that} “You and Your Fine Car,” says wouldn't he stranded out here in the Nov. 27. 
secure reader interest. Because school |some drivers welcome an excuse to /one marooned young lady. “I might |middle of nowhere. : The “no money auction” is to be 
activities are news, particularly in|be “stranded,” to be honestly stalled | have known something would happen Another young lady refused to at-[helq in the local convention hall 


tend a dance because the last time |pDee, 1, when over 35,000 articles 
her escort “got the carburetor or 


headed by a Shetland pony, will be Ma 


something all stopped up in your old put on the block. As the name of 
9, 
ont forget me... 


car and we both had to walk home.” the event implies, no money will be 
Mr. Agency Man 


Collegiate Model T's, bearing “enter | accepted during the auction, the ar. 
at your own risk” type inscriptions. |tjeles all being disposed of in ex. Ma 
appear in the copy to tell how Knix 
Knox scores in old automobiles, too. 

Like previous campaigns, this one 
is supported by outdoor advertising 
Using dealer opinion as a criterion, 
those associated with its planning 
expect it to be the company’s most | eard which allows customers to pur: 
successful promotion effort. The | chase a 32-piece dinnerware set for 
1933 rate of increase in gallon saleS]go 29 after $5 worth of purchases 
over the previous year—25 per cent | have been made, or an electric mixer 

has already been equalled in 1934.) oy steel card table and four chairs 
they state. for $4.99 when $10 worth of pur 


srRhiiaimuaineh aaa: chases have been made. 
a 
Vic and Sade 
: “Liquor Store & 
Go on Air for Dispenser” Starts 
Conover-Mast Publishing Company 
P. & (. Nov. 5 publisher of Bowne’s Wines & Spirits 
announces publication of Liquoi 


Store & Dispenser, a monthly maga 
Chicago, Noy. 1.—Vie and Sade|zine devoted to the retailing and dis- 


change for auction certificates which 

are being distributed with each 25. 

cent purchase. Ma 
Just to add a bit more excitement 

to the million dollar sale, the com 

pany is also supplying a sales record 


and little Rush, the small-town folks 
whose daily doings have been on the 
air for two years, will be presented 
to radio fans daily except Saturday 


pensing of wines and spirits. 

The new paper will contact the in 
dividuals who specify brands and di 
the purchasing for retail outlets. 


and Sunday under the sponsorship “ so 

of Procter & Gamble Siaieeen. mak- Whisky Drive Starts 

er of Crisco, beginning Monday, James Houlihan, Ine., San Fran: 

Nov. 5. cisco, is conducting an advertising 
The sponsor will use both NBC- campaign featuring Monogram 

WJZ and NBC-WEAF networks east whisky for the Edward J. Goldie Im 

of Chicago. . The program will be portation Company. 

heard over the first network at 1:30 ~ 

p. m., EST, and over the second at Names Gale & Pietsch 

2:45 p. m., EST. The Peter Fox Sons Company 
Vie and Sade, new to commercial | Chicago, commission merchant, has 

sponsorship, are reported to have appointed Gale & Pietsch, Ine., Chi 

been one of the most successful sus- | °4?%? 

taining features, with a record of |= = — 

more than 70,000 unsolicited requests eames 

for photographs of the cast attesting Genuine 


to its popularity during the past two TYPED LETTERS 


years. (Hooven Automatic) 


Gets Smith, Drum; Tank igi 
PORCELAIN ENAMEL SIGNS | das Production men|f iiic te sister esi 
Smith, Drum & Co., manufacturers 
Dre a vilally imporlard pawl of, 


of textile dyeing, mercerizing and | —— 
finishing machines and laundry wash- 
ing machines, have placed their ac- 
count with Byron-Weil-Weston, Inc., 


AIL ORDER 
EDICAL ADVERTISERS 


Philadelphia. 
Albert L. Smailer, formerly with § 74 Newest, lowest priced idea in “follow 
eee the James G. Lamb agency, has J A up.” Any ea printed Mt 
colors to order, large runs or , 
amazingly low cost. Write for samp’ 


joined the staff of this agency in r¢ 
charge of production. Mr. Smailer and prices. 

has been with Reuben H. Donnelly STAR-COURIER CO., Kewanee, Il! 
Corporation, Gimbel Brothers, and| ae ———_ 


Lit Brothers. — — 


Many a@ promising salesman has failed to do a good selling country for the clients of many leading Advertising Agencies, 


—a colorful salesman, if you please, who can "take it’ winter 


job because he was a poor closer. Advertising campaigns, 
which are not supported by point-of-sale advertising have 
this same weakness. Many succeed in impressing the name 
and the merit of the ciient's product—but they lack that 
vital something which converts a good sales presentation 
into a closed sale. 


And here's where an ING-RICH Porcelain Enameled Sign steps 
in—the "star closer’ of thousands of sales throughout the 


and summer without rusting, fading, cracking or flaking for Sponsors Popular Series 


at least ten years. “One Man’s Family,” said to be one 
That is why he says “Don't forget me, Mr. Agency Man when| Of the west coast’s most popular ra- 


you present that next advertising plan to your client. | can do dio scripts, will be sponsored by Ken- 


tucky Winners, Penn Tobacco Com- 
you a lot of good. Just ask my manufacturer to embellish my | pany product, over an NBC network 


smooth face with the colors, name or slogan of your client.| beginning Noy. 21. It will be heard 
It will help YOU sell him on the point-of-sale idea.” at 9:30 Wednesday evenings. 


How come five plants? 


FAST 


service, son! 


PHOTOSTATS 


es RAPID COPY SERVICE 
Joins Brother Agency 


Bill Mason, formerly on the pub- New York {Venderbilt 3-3680 


INGRAM-RICHARDSON MANUFACTURING CO. |ine.'nas heen appointed publicity a ieee 


Inc., has been appointed publicity di- Cleveland: Main 9335 
rector of D. P. Brother Company. ‘ {State 6013-4 
BEAVER FALLS, PA. new Detroit agency. Chicago) State 5980-| 
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_  MoToR’s 
Lead in n Advertising 
‘the Greatest in History 


ADVERTISING RECORD BY PAGES 


1931 1932 1933 1934 (First 10 Months) 


vor 1202 PAGES 858 PAGES 812 PAGES 887 PAGES 
veonines TIS4 PAGES 712 PAGES 730 PAGES 676 PAGES 
Magazinec ~979 PAGES 679 PAGES 561 PAGES 583 PAGES 


Magazine D AVAILABLE 207 PAGES 237 PAGES 246 PAGES 


For the past three years MoToR has led all other automotive publications in 
volume of advertising—whether measured in pages or by dollars invested. 


In spite of the fact that Magazine B in 1933, and to an extent in 1934, actually 
represented three magazines (two others having been combined with it) the 
1933 graph shows how decidedly MoToR maintained its leadership last year. 


The gap has been still further widened this year. The first 10 months of 1934 
show MoTOoR with a lead of 31° over Magazine B. The November issue closed 
with 101 pages—the biggest regular issue in 39 months, 48% gain over 1933, 
98° gain over 1932. 


Its lead over all automotive publications is now the greatest in its history. 


This Leadership of MoToR 


is the logical result of manufacturers investing their trade advertising dollars 
more carefully than ever before. 


Finest Editorial Presentation—Circulation that Parallels Buying Power—Great- 
est Quality Coverage—Outstanding Reader Preference .. . these factors 
have all contributed to give MoToR advertisers the most responsive audience 
where the buying dollars are most plentiful. 


For 31 Veo the 


has offered the greatest Show ‘ 
Time Audience. Again in 1935 


ee MoTOoR will set the pace as - 
_ the most effective Show ie The LEADING Automotive Business Magazine 


re Time Sales Medium. | ee 57th Street at Eighth Ave., New York, N. Y. 


First Forms Close ae 
- December Sth. _ 


Gives the Greatest Coverage of Quality Establishments 


PLUS Outstanding Reader Preference in Those Establishments 
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Five Stations Name 
Free & Sleininger | 


Free & Sleininger, Inc., has been 
appointed national representative of 
KFWB, Los Angeles; KOL, Seattle; 
KOIN, Portland; KALE, Portland, 
and KVI, Tacoma. | 

F. H. Weissinger, formerly with | 


the Detroit office of Campbell-Ewald, 
has been moved from the Chicago 
office of Free & Sleininger, Inc., to 
become manager of the newly estab-| 
lished Detroit office, in the General 
Motors Bldg. 


Crowell Picks Motley 
Arthur H. Motley, for several years | 
Detroit representative of Collier's, 
has been made Detroit manager of 
the Crowell Publishing Company, 

succeeding William Hutton, Jr. 


Porter Heads Printers 


Herbert Porter, a former 
of the Boston Advertising Club, has | 
been elected president of the Society | 
of Printers, Boston. 


Kolynos Looks 


For 
A 


New York, Nov. 


and radio a 
Kolynos Cc 
Conn., in a 


Name for 


Mince Pie 


1.—Newspapers 
re being used by The 
ympany, New Haven, 

prize contest calling 


merely for the naming of a mince pie 


fed to W. C. 
the Paramou 
of the 


Fields by Zasu Pitts in 
nt Picture, “Mrs. Wiggs 


Cabbage Patch.” 


Sales through drug stores are be- 


ing increase 
Kolynos dei 
pany each 


ways from tl 
lall entries 


The camps 
John F. Mur 


dad by requiring that a 
ital cream box accom- 
entry. Prizes in cash 


‘amounting to $5,000 are divided 166 


1e first of $1,000 down to 


($5. Duplicate prizes go to the drug- 
president | | gists, whose names are required with 


1ign is being handled by 
ray Advertiwing Agency, 


Inc. Instructions emphasize the 
simplicity of the contest and mention 
|the type of name desired. The event 
eloses Noy. 11. 
| The newspaper copy run in some 
cities is 300 lines. It is devoted al- 
|most entirely to working up enthusi- 
asm for joining the contest. Very 
little is said of the product. 
Additional impetus 
contest on the Kolynos nightly broad- 
cast over CBS, with the offering of 
more suggestions of plausible names. 
Some of the theaters exhibiting the 
picture are tying up. One sheet post- 
ers are used in some communities. 


Jelalian to Johnstone 


Ira Newton Jelalian, formerly with 
Wood, Putnam & Wood, 
agency, the Kenyon Company, and 
Larchar-Horton Company, has been 
made eastern sales manager of the 
Johnstone Electric Company, Chi- 
cago, maker of equipment and sup- 
plies for publishers, printers, and 
| photo-engravers. 


Boston | 


Starts Fall Drive 


The Sperry Flour Company's fall 
campaign, handled by Westco Adver- 
'tising Agency, San Francisco, will be 
built around two prize competitions, 
and will use fifteen newspapers on 
the Pacific coast, Sunset Magazine, 
the Farm Trio, and an NBC radio 
program. 


is given the | 


Skillman Joins Haire 

Edwin F. Skillman, vice-president 
of the Association of Advertising 
Men, New York, and for the past two 
years on the staff of New Outlook, 
has joined the staff of the Haire 
Business Publications as advertising 
|}manager of Dress Accessories. 


Dogglow Appoints 


Loewy Advertising Agency, New 
| York, has been appointed to direct 
advertising of Dogglow Products, 
New York, maker of a non-poisonous 
dry shampoo and deodorant for the 
‘care of dogs. Magazines, newspapers, 
|and direct mail are being used. 


EAGLE 


NOW STARTING 


nd 
YEAR 


EXCLUSIVE USE OF THE 


STAR-EAGLE 


NEWARK 


These chain stores include 
GREAT ATLANTIC 
AMERICAN GROCERY 

GROCERY 


UNITED GROCERY 


& PACIFIC 


STAR-EAGLE 


TEA CO. 


Newark Chain Grocers 


On October Ist, 1933 all Newark Chain Grocery Organizations concentrated all 
their afternoon advertising EXCLUSIVELY in the 


NATIONAL GROCERY 


MUTUAL GROCERY 


FOOD FAIR 


BUF «4 


1934. 


NEV 


STAR-EAGI 


True they had at the time a special reason for this action with which The STAR. 
KAGLE had nothing to do 


the FACT remains, that they have found The STAR-EAGLE such a productive SALES medium, 
that they have been able to continue EXCLUSIVE use of The 
| months—and have now, October Ist. 


LE for twelve (12) 


started on their second year of such action. 


WARK 


STAR—EAGL 


Which TO-DAY is the food buying guide of 
THE WOMEN of NEWARK 


NEW YORK 


DETROIT 


Paul Bloek au Associates 


National Advertising Representatives 


CHICAGO 


SAN FRANCISCO 


PHILADELPHIA 
LOS 


National Food Manufacturers and their advertising agents desiring to reach the women FOOD 
BUYERS of the Newark Market should place their advertising in the 


BOSTON 


ANGELES 


NEW DEVICE TO 
AID CAR OWNERS 
STAVE OFF COLD 


Detroit, Mich., Nov. 1.—The heag. 
lines, “Steam Heat for Your Car,” 
which will appear shortly in the aq. 
vertising columns of national maga. 
zines, will herald the industry’s most 
recent contribution to winter driving 
comfort. Developed by the newly 
organized Howard Crawford Com. 
pany, the new heater will be known 
as the Crawford Quick Steam Unit. 

“If you have a hot water heater 
in your car,” advertising will state. 
“—if you intend to buy a hot water 
heater—Here’s how you can make 
it give you heat in only one minute 
after you start the motor—no wait. 
ing till the engine ‘warms up.’ And 
plenty of heat—enough to maintain 
70° comfort in bitter, sub-zero 
weather!” 

Without competition, the Howard 
Crawford Company will launch its 
well-organized drive in an unusually 
fertile market, a market that has 
been pioneered and laboriously de- 
veloped in recent years by manufac- 


turers of the hot water heater, 
“Every owner a _ prospect,” is the 
company’s creed. 


First advertising efforts will ap. 
pear in the form of two-column jn- 
sertions in the Nov. 3. issue of 
Literary Digest and the Nov. 
ot Time. With the magazine 
tising as a foundation, and with the 
support of extensive dealer helps, 
counter displays and window ban- 
ners, the company will release a 
comprehensive direct mail program 
through its distributor and dealer or- 
ganizations. 


5 issue 
adver- 


Supplements Heater Service 


As pointed out by R. 
of MacManus, John & Adams, Inc., 
agency in charge, the market is not 
confined to those who already own 
a hot water heater but extends to 
those who are buying one. Also, he 
stated, instead of being a competi- 
tive product, interfering with the 
dealer’s hot water heater sales, the 
new unit, by reason of the fact that 
it can be attached to any hot water 
heater, brings to the dealer added 
profit opportunities. 

Additional advantages of the unit 
mentioned in the copy include a six 
months’ continuous service guaran- 
tee; confidence that the unit is posi- 
tive, sate, and fool-proof because the 
unit is a low pressure system using 
no more pressure than hot water: 
no adjustments nor valves restricting 
flow; and the ability to enjoy the 
economy of alcohol as an anti-freeze. 

The unit is made in two models, 
one especially designed for Ford 
V-8s, complete with special manifold, 
and another, complete with fittings, 
for all other cars. The price for both 
is quoted at $7.85. 


A. Brewer 


Agency Has New 


Offices, Personnel 

The United States Advertising Cor: 
poration, with headquarters in To 
ledo, has been appointed to place ad 
vertising of the Briggs Mfg. Com: 
pany, Detroit, maker of a line ol 
drawn iron plumbing fixtures. 

Annexation of this account, ant 
that of the Graham-Paige Motors Co!- 
poration, which was announced i! 
the Oct. 27 issue of ADVERTISING AG! 
are responsible for the decision ©! 
the agency’s heads to open a Detroit 
office shortly. A new branch in Bal: 
timore has just been established. 

Appointments for the Detroit of 
fice will include Henry Koch, fo! 
merly vice-president of Maxon ant 
George Harrison Phelps agencies, and 
Leonard M. Keating, formerly with 
McGraw-Hill Publishing Company. 
Ohio Brass Company and Simmons 
Hardware Company. 


Connelly to Agency 
_Ross Connelly, for several years 
vice-president and general manage! 
of the E. B. Gallagher Company, D& 
troit wholesaler of bakers’, confec- 
tioners’ and restaurant supplies, la 
resigned to become vice-president 0 
C. E. Rickerd Advertising Agency. 
acting in an advisory and conta’ 


if 


capacity. 
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ordinances would be passed by the the morning by Sidney Carter, man- |Maxon, Inc., Detroit, agency im 


FRUIT MEN TALK 


Temperance 


Prohibition 


rt 


The first of a series of newspaper 
advertisements placed in Kansas 
dailies by the Kansas Fruit and 
Vegetable Association, urging a 
change in Kansas' 50-year-old 
prohibition stand. 


10TH DISTRICT 
TO FIGHT TAXES 
ON ADVERTISING 


Harmon Elected Governor at 
Houston Meeting 


Houston, Tex., Oct. 30.—Adoption 
fa vigorous resolution opposing any 
tax in any form on advertising fea- 
tured the closing session of the an- 
nual conference of the Tenth Dis- 
trict, Advertising Federation of 
America, here Saturday. A _ supple- 
mentary resolution, adopted immedi- 
ately afterward, authorized the gov- 
enor of the Tenth District to ap- 
pint a committee to be known as 
the state legislative committee, 
whose function it will be to keep a 
areful watch on the activities of 
state and local legislative bodies, and 

report to the membership any 
ndications that any type of advertis- 
ng tax is impending. 

Paul J. Harmon of Fort Worth was 
lamed governor of the District, other 
flicers elected included W. C. Grant, 
Dallas, first lieutenant governor; 
Neal Barrett, Oklahoma City, second 
lieutenant governor; and E. C. Whit- 
‘omh, Fort Worth, secretary-treas- 
rer, 
Directors representing communi- 
les in the District were elected as 
‘ollows: 

\ustin: John A. Ferris and George 
\tkins; Beaumont: Clarence’ Hol- 
and; Dallas: William S. Henson, 
Villiam C, Grant, and Mrs. Thelma 
Gaines; San Antonio: Jack N. Pitluk, 
« Leroy Swartzkopf, and William 
Brockhausen; Waco: Alf A. Ed- 
Fort Worth: Paul J. Harmon, 
&. C(. Whitcomb and Curtis Taulbee; 
Houston: H. C. Fiester, Lee M. Webb 
ind George C. Yax; Oklahoma City: 
Neal Barrett and Paul Hoheisel; 
Vichita Falls: R. E. Shepherd. 


Oklahoma City Next 


Th addition Fred C. Beseler of 
Houston was elected member-at-large, 
‘nd Sid H. Dunken of Dallas was 
lamed sustaining member. 

The two-day meeting drew the 
argest number of delegates ever to 
‘tend a Tenth District conclave, and 
‘N addition resulted in representa- 
‘on from more communities in the 
istrict than has ever been on hand 
lore. Next year’s convention will 

held at Oklahoma City, it was 
lecided. 

Discussion of the work of the state- 
Wide Vigilance committee, started by 


Wards: 


Villiam Brockhausen, retiring gov- 
“Thor, during his regime, revealed 


that Houston, San Antonio and Dal- 
as have ordinances governing ad- 
‘*rtising, solicitation, ete. Other 
ommunities in the District, through 
eir representatives, reported that 


first of the year so that a state-wide 
body might be organized soon after. 
Lang a Guest 

William Collier, managing director 
of the Dallas Better Business Bureau, 
reported the work achieved in Dallas, 
and the cooperation secured. 

Chester H. Lang, president of the 
A.F.A., was honor guest at a lunch- 
eon Friday, and gave an interesting 
address on “Where 
erators?” 

General discussion 
day afternoon on the decentraliza- 
tion of local and national advertising, 
with Jay H. Skinner of Skinner Ad- 
vertising Agency, Houston, serving 
as chairman. 

The Saturday sessions were 
marked by an inspiring address in 


inight, a supper dance on Saturday | 


| 


are those gen- | 


was held Fri- | 


,and wholesalers to sign an 


ager of the merchants service bu- 
reau, Rice-Stix Dry Goods company, 
St. Louis, on “Retail Advertising.” 

Entertainment, in addition to the 
luncheon for President Lang, in- 
cluded a “Courtesy Bar” Friday 


night, and attendance at the Rice- 
Texas footbail game Saturday after- 
noon. 


No Agreement Signed 


The W. W. Dant Distilling Com- 
pany, Louisville, which does busi- 
ness with its dealers under a fran- 
chise, does not require its retailers 
agree- 
ment to hold the price of its whis- 
kies at any particular level, as was 
incorrectly stated in the Oct. 20 
issue of ADVERTISING AGE. 


Major Market Newspapers, Inc. 


Plan Campa ign 


For New Half- 
Ton Reo Truck 


Detroit, Mich., Nov. 1.—An inten- 
sive effort to corral a large portion 
of the half-ton truck market is being 
made by Reo Motor Car Company in 
an extensive magazine, newspaper, 
radio and direct mail campaign, 
launched in the Oct. 27 issue of 
Saturday Evening Post, to introduce 
the company’s new commercial unit 
which is said to bring passenger car 
performance and speed to the job of 
transporting light loads. 

Although a 
not been reached regarding the re- 


mainder of the schedule, officials of | 


definite decision has | 


| charge, believe that Time and Lite) 
|ary Digest may also be used. 
Besides using an extensive list of 
trade publications and vocational 
| magazines, the company is also plan- 
‘ning periodic spot radio announce- 
ments over 40 or 45 stations. 
Accompanying the announcement 
of the new one-half ton unit, Reo 
also announced an improved 1%,-ton 
unit as a sturdier successor to the 
present 1'4-ton Speed Wagon. Both 
of the new trucks incorporate stream- 
fined exteriors, and comfortable and 
roomy cabs combined with strength, 
sturdiness and dependability. 


Premium Men Plan Meet 


Exposition will be held May 6-10, 


HIS is but one more indication of the sound conditions that exist 
in this section . . . another proof that this market offers a highly 
profitable outlet for merchandise of every description. 


To reach and sell Kentuckiana, the Greater Louisville Market, you 
need use only one low cost medium .. . 


e Conrier-Zourual, 
THE LOUISVILLE TIMES. 


Audit Bureau of Circulations 
Members Midwest Gravure Group 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


The Fifth Annual Premium Buyers’ 


1935, at the Palmer House, Chicago. 
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STRESS SERVICE 
IN NEW SOCONY 
FUEL OIL COPY 


New York and New England 
Dailies Get Campaign 


New York, Nov. 1.—The fact that 
service, especially deliveries, is of 
vital importance to the householder 


heating with oil underlies what is 
believed to be the first major con- 
sumer advertising campaign ever run 
on fuel oils. 

Socony-Vacuum Oil Company, Inc., 
opened the fall and winter effort this 
past week and will continue it in 
168 newspapers in New York and 
New England. There will also be 
supplementary direct mail. J. Stirl- 
ing Getchell, Inc., is the agency. 

The central theme, based on re- 
sults of a market survey, puts em- 
phasis on prompt deliveries in all 
kinds of weather. The home oil 
tank, not as open to the eye as the 
coal bin, may lose its supply slowly 
during mild weather and then, in a 
cold spell when the furnace con- 
sumes a heavy load, run dry by sur- 
prise. 

Since the survey showed that oil 
users place in first rank the com- 
pany whose delivery service is unfail- 
ing despite adverse conditions, So- 
cony-Vacuum’s 3,000 fuel oil trucks 
assume a major role in this advertis- 
ing. 

The first copy was over 1,000 lines. 


Other typical advertisements are 
300 and 600 lines 

Anticipation that the next few 
months will prove as severely cold 


DELIVERY SERVICE STRESSED IN COPY 


SOGONY MOBILIZES SNOW FIGHTERS” 


cine we Bdbigmonyao-vad 1.1000" 


farwey Fest (ut tarcus Ramenter this conter 


; ® 


| 3,000 FUEL OIL TRUCKS 
READY TO BUCK STORMS 


| Don't go pane Another 
| Winter like '33—Socony gets 
hz your Fuel Oil through 

| 
| 
| 
| 


whe erm 
fing 0 suas 


tnd See 


~ SOCONY “= FUELOIL 


One of the 7 newspaper advertisements being used to sell 


Socony fuel oi 


The attractive lady at the left is actually calling 


the number of the local distributor in each city in which the ad- 
vertising runs. 


company’s trucks. Some of these 


trucks can be equipped with snow 
plows, and copy does not fail to 
mention the fact that this means 


added protection to the home-owner. 


Individual Messages 

Pictures show Socony trucks push- 
ing through blizzards, sections of the 
fleet, delivery scenes and houses 
buried in snow. A device used fre- 
quently, and made possible by the 
use of newspapers, is a picture of a 
housewife at a telephone calling the 
number of the local Socony-Vacuum 
depot. 

When the householder telephones 
the company in the fall and arranges 
for a complete fuel service during 
the period when heat is required, his 
troubles end, so the advertising de- 


as the summer was hot has led the }clares. Socony’s delivery service is 

company to use dramatic copy fea-| backed by the largest reserve sup- | 

turing the unfailing service of the|ply in the individual community, 
se s ieadiaeeienadineneiniianemad 


* LARGEST CIRCULATION 


THE TORONTO DAILY STAR has by far the largest daily 
newspaper circulation in Canada. 
The Star averaged over 85,000 more copies every day than its 
nearest contemporary, or a 57% greater circulation. 


LOWEST MILLINE RATE 


THE TORONTO DAILY STAR has by far the lowest “mil- 
The Toronto Daily 
Star has the lowest “milline” rate in all America with but 
two exceptions, a New York tabloid new spaper and a Kansas 
City paper that combines morning and evening editions. 


MOST ADVERTISING 


x 


line” 


ito receive 


/the business, 


readers are 
sells more 


told, and the company 
fuel oil than any other 
in the sections where the advertise- 
ments appear. During the severe 
weather last year, no customer failed 
an ample supply. 

In extending the use of oil for heat- 
ing homes, Socony-Vacuum is_ be- 
lieved to be the first oil company to 
get behind the trend with a compre- 
hensive campaign. Heretofore the 
battle has been waged by the burner 
people. Yet a steady, unfailing sup- 
ply of fuel is as important as a good 
burner. 

Last year in the area covered, one 
billion gallons of fuel oil were sold 
to 500,000 oil burning homes. This 
was 15 per cent greater than the pre- 
ceding year. The same rate of gain 
has been shown for the past several 
years, depression notwithstanding, 
which indicates a bright future for 
officials believe. 


ELLISON TELLS 
BACKGROUND OF 
NEW CAMPAIGN 


The Brunswick- 
Company inaugurat- 
ed its educational campaign on bil- 
liards because surveys had shown 
that the one of the principal reasons 
for the loss of popularity of the game 
was the difficulty of securing com- 
petent instruction, Cliff Ellison, ad- 
vertising manager of the company, 
told a recent meeting of Kappa Al- 
pha Lambda, professional advertis- 
ing fraternity, at Northwestern Uni- 
versity. 

“Our advertising agency, Henri, 
Hurst & McDonald, sent a crew of 
research men out into the field to 
find out why people were not play- 
ing billiards more,” he said, ‘and we 
discovered that the primary reason 
was lack of instruction. 

“In golf, in bridge, in tennis, in 
football, in baseball—in fact, in any 
of the major sports—instruction was 
quickly available and was vitally 
necessary, Whereas in billiards very 
little was available and the average 
person was allowed to pick up the 
game the best way he could, with 
the result that many of them (par- 
ticularly the younger generation) 
were turning to other amusements. 

National Effort Started 

“The Brunswick - Balke - Collender 
Company then decided to place a test 
advertising campaign into effect, of- 
fering free instruction in a number 
of cities. As a result, thousands of 
young people were attracted to the 
free lessons, which were furnished 
by experts in these test cities. They 
learned and enjoyed the game, and 
many of them have continued to 
play. 


Chicago, Oct. 31. 
Balke-Collender 


' “As a result of this, Brunswick has 


rate of any newspaper in Canada. 


During September, 1934, 


t 


THE 


rounding country 
average, than any other newspaper. 
buying power is concentrated within 100 miles of Toronto, 
This area has a much larger share of the consumer popu. 
lation, with more money te spend, than any other com- 
In this market of greatest sales op- 
portunities, The Toronto Daily Star predominates. 
Toronto Daily Star offers advertisers the best possible oppor- 
tunity to introduce and establish their merchandise in the key 
market of Canada, at the lowest available cost per prospect. 


THE TORONTO DAILY STAR has, during three months 
of this year, carried more advertising than any other 6-day 


newspaper in Canada or the United States. 


A Washington 


paper and a Pittsburgh paper were in first position on the 
other occasions. 


7~TORONTO DAILY STAR 
Canadas Keadiny 


“One of the World’s Greatest Newspapers” 


U.S. Representatives: Chas. H. 


* WEALTHIEST 


TORONTO DAILY STAR offers entry 
greater number of homes in Toronto and also in the sur- 
where earnings are average or above the 
One-third of Canada‘s 


parable urea in Canada. 


Eddy Co., New York, Chicago, Boston 


a 
entered into a national educationg) 
campaign in which instructions are 
given free of charge through the 
medium of carefully written and jj 
lustrated booklets by leading profes 
sionals. These books are distributeq, 
through advertising, to the public: 
they are then encouraged to go into 
che better billiard rooms and prac. 
tice the strokes and play outlined jp 
this booklet. 

“At the same time, the Brunswick 
sales force is encouraging room 
ywners everywhere to clean up and 
paint up, get their rooms in shape, 
prepare to give free _ instruction. 
and in every way possible assist this 
program. 

“When this is done, the sale of 
billiard tables and equipment, both 
for home and room play, will auto. 
matically increase; in fact, it is in. 
creasing already.” 


Packaging Show to Be 
March 5-8 in Chicago 

The fifth Packaging Exposition 
will be held at the Palmer House, 
Chicago, March 5-8, 1935, Alvin E, 
Dodd, executive vice-president of 
American Management Association, 
New York, the sponsoring organiza. 
tion, announced this week. Three of 
the previous four expositions have 
been held in the East, the exception 
being the 1932 show, which was held 
in Chicago. 

The Irwin D. Wolf award compe- 
tition for various types of packages 
will again be held in conjunction 
with the exposition next year, and 
in addition, the American Manage- 
ment Association reports that plans 
are now being formulated for a se- 
ries of new awards in packaging, 
packing and shipping. 


Wines Take to Air 
K. Arekelian, Inc., New York, 
handling the products of Madera 
Winery, Madera, Cal., will go on the 
air from WNEW, Newark, to adver- 
tise its wines, brandy and vermouth. 


The program will start Nov. 5 at 10 
The advertising is handled by 
New 


p. m. 


Hudson Advertising Company, 


' York. 


MARKET 


into a far 


The 
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BARGAIN SALE | 
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ERE othe amount of service thet 1 spent 
Hee ciesntatty off boy for various house- 


oa 
Waffles | CAKES = mux... 


= COOKIES Su Be 
bi BISCUITS ~~" 
wise 9 | DRESSING +t 


Coffee Percolated delicouay ght ot the tale 


Toast Crap. brown deen two sce ao tome 
Light Bright, shedowlon, 100 wot bitches lomp 


Cleaning fea, Geeseegh wth powedel high wessn A 5 CG 


* WASHING AND IRONING * 
Washing “oo” 


lroning ‘a Ce 
“a2tace GH 
TIME Comect nme etwas p--4 5 
ENTERTAINMENT “2c0" sat’ 
REFRIGERATI saw @2F 


THE EDISON COMPANY OF BOSTON 


Three-column advertisement of 

Boston Edison Company, done in 

approved chain store bargain sale 
fashion. 


Boston Utility 
Tries Technique 


Of Chain Stores 


Boston, Mass., Nov. 1.—Faced with 
‘ie ever-present problem of selling 
the cheapness of its electric service, 
the Boston Edison Company this 
week utilized chain store advertising 
levices, thus making another radical 
leparture from conventional public 
itility advertising. The new news- 
paper series started today in Boston 
dailies. 

This series makes capital of the 
long and close relationship between 
this particular type of advertising 
and the values at low cost which it 
represents. 

Headed “lc Sale,” the first adver- 
tisement goes on, in true chain store 
fashion, to emphasize the many home 
services that electricity affords for 
i penny. The idea is carried out 
by means of black type, price domi- 
boxes, and other familiar 
hain store devices. The Boston of- 
lice of Doremus & Co. prepared the 
campaign. 


lanee, 


Feeley Has Cees Firm 


Robert S. Feeley, formerly execu- | 


‘lve vice-president and art director 


of Soule, Feeley & Richmond, Inc., | 


New York and Syracuse agency, has 
*Stablished a sales promotion serv- 
ce under his own name in 
Chrysler Bldg., New York. 


Howell Join Collier 


W. H. Howell, formerly with the 
ational retail advertising staff of 
Sears, Roebuck & Co., in charge of 
‘he copy and art departments, has 
ined the Chicago office of Barron 
. Collier Corporation as promotion 
lanager for the Midwest territory. 


Sterling Baye Watkins 


,.’ controlling interest in R. L. 
atkins Company, Newark, N. J., 
‘aly tonie maker, has been bought 
Sterling Products Company, 
Wheeling, W. Va. 


Joins Cc rosley Radio 


times W. Beckman, who has been 
‘ith Copeland, and the refrigeration 
‘ivision of National Electrical Man- 
‘tacturers Association, has joined 
Crosley Radio Corporation as di- 

of public relations 


Circulation Men Elect | 
Theodore Edson President 


Theodore Edson of Rockville Cen- 


ter was elected president of the New 
York State Circulation Managers’ 
Association convening in Rochester 


| Oct. 23-24. | 
Other officers are Alton H. Adams, 


Watertown, first vice-president; 
Charles M. Schofield, Long Island 
City, second vice-president; and Al- 
fred W. Cockerill, Binghamton, sec- 
retary. 


Pubtistios Buneid fae 


The Akron Beacon Journal tor Fri- 
day, Oct. 26, was the largest daily 


|last year. 


newspaper ever published in Akron, 
with the exception of special issues, 


carrying 68 pages, and the greatest |stations, although a definite line-up 
Akron |of outlets 


advertising 
paper since 


lineage of any 
October, 1929. 


G. M. of Canada 
To Broadcast 
Hockey Games 


Toronto, Ont., Nov. 1.—feneral 
Motors of Canada will return to the 
air lanes Nov. 10 with a coast to 
coast broadcast of the hockey games 
played in the National Hockey 
League, following the unusual inter- 
est developed by these broadcasts 


The program, said to be the most 
extensive commercial in the Domin- 


ion, will probably be heard over 20 


has 


not yet been an- 


nounced. 


Foster Hewitt, well known to Ca- 
nadian sports fans, will be at the 
microphone during the series to pre- 
sent play-by-play accounts of the 
games played in Toronto and Mon- 
treal by Les Canadiens and Maple 
Leafs. 


Decision to put the games on the 


air again this year results from the 
enthusiastic response accorded the 


broadcasts during the 1933-34 season, | 
McTavish, G-M | 


according to C. E. 
general sales manager. 

To publicize the series, General 
Motors is setting a new standard of 
broadcast backing by using bleed 
center spreads in colors in Novem- 
ber issues of Canadian magazines. 
Printed sideways, the spreads carry 
a news photo of Charlie Conacher, 


nouncement of the program, together 
with an offer to supply prints of the 
picture. Publications carrying the 
copy are Canadian Magazine, Cana- 
dian Home Journal, Chatelaine, Le 
Samedi, Canadian Liberty, Maclean's, 
and National Home Monthly. 

Campbell-Ewald, Ltd. is the 
agency in charge. 


Andrews to Speak 

Virgil Andrews, display manager 
for Desmond's five stores for men 
in southern California, will be the 
featured speaker at Grayco’s Open 
House for Display Men, sponsored 
by the Marion R. Gray Company, 
Los Angeles, and to be held at the 
Grayco Style Studios, Los Angeles 
Earl Wells of Silverwood’s and Ma 


Toronto hockey star, and a brief an-/rion R. Gray will also speak. 


PORTRAIT OF A HOME ECONOMIST 


the | 


58 out of every 100 readers who answered a recent Com- 


panion questionnaire said they were bridge enthusiasts. 


Young women particularly. 68% of those under 30 (the 


largest group reporting) gave bridge as a favorite pastime. 


And that’s only one slant. Other portraits from the 


survey* identify Mrs. Homemaker with a dozen different 


activities not mentioned in cook books or nursery guides. 


Neglectful? On the contrary, her efficiency as a home 


economist is the very basis of her freedom. She can do 


more than run her home. because she has learned to do 


that so well. Such a woman naturally prefers a magazine 


THE 

CROWELL PUBLISHING 
COMPANY 

NEW YORK 


WOMAN'S HOME | 


Mp 


€ 
is. 0s i aieedie 


with a point of view as broad as her own. That is why 


she has given Woman’s Home Companion the largest 


circulation in its field. It is much more than a trade 


journal for the kitchen-bound. Household news? Surely. 


© 
. 


Technique of home economics? Certainly. But most 


important, the Companion recognizes and fosters her 


development as an individual. 


It is obvious that the women who respond to the Com- 


panion’s approach are more valuable prospects for adver- 


tisers. Their broader interests mean wider wants. 


dT) 


*Full details on request 


PUBLISHERS OF COLLIER’S 
WOMAN'S HOME COMPANION 
THE AMERICAN MAGAZINE 
THE COUNTRY HOME...MORE 
THAN 8,300,000 CIRCULATION 
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ADVERTISING AGE 


November 3, 1934 


Local Laws May 
Hamper Direct 
Selling Effort 


New York, Oct. 31.—The possibil- 
ity that passage of local ordinances 
declaring house-to-house canvassing 
a nuisance and setting up penalties 
for such canvassing may not only 
seriously interfere with the sub- 
scription efforts of periodicals, but 


may also offer an important obstacle | 


for all direct selling, such as that 
practiced by Real Silk Hosiery Mills 
and Fuller Brush Company, says the 
National Publishers Association, 
which this week issued a_ bulletin 
on the subject. 

This type of purely local ordinance, 
the N.P.A. says, originated in the 
state of Wyoming, and has been sus- 
tained by the U. S. Circuit Court of 
Appeals as an exercise of 


police 
power. 
“This type of ordinance is now 
spreading very rapidly, covering 


practically the entire state of Wyo- 
ming, about 50 cities in California, 
and is now breaking out in Iowa, 
Kansas, Oklahoma, New Jersey and 
Rhode Island,” the association’s bul- 
letin says. 

“Not only are magazine solicitors 


| affected by this type of ordinance, 
| but it also has a serious effect upon 
all direct selling. It is very possible 
that these direct merchandise-selling 
interests will make a test case of 
{these ordinances in the higher 
| courts.” 


Pay Cash for 


Refrigerators 


In TVA Areas 


| Birmingham, Ala., Nov. 1.—Al- 
|though the Tennessee Valley Author- 
ity extends very liberal terms on 
the sale of electric appliances, about 
50 per cent of the refrigerator sales 
in Alabama so far have been 
cash, David FE. Lilienthal, 
power director, told the 
Public Service Commission in testi- 
fying during the hearing on the pro- 
posed sale of $2,000,000 worth of 
Alabama Power Company lines to the 
TVA. 

“Judging by our 
refrigerator units, Alabama farmers 
|;must have money, as they are pay- 
ing cash for a large per cent of the 
units,’ said Mr. Lilienthal. He also 
revealed that in Athens, Ala., the 
TVA does not even have to send out 
| bills as customers come to the office 


sale of electric 


for 
TVA. 
Alabama | 


; Cream 
|pianist, started a 


;over WABC Wednesday, Oct. 31, at 
10:05 a. m. 


and pay their accounts. | 
The Electric Farm and Home Au- | 


1, and 1,626 for the three months 
following June 1. For the latter pe- 
riod 626 electric ranges and 255 
water heaters were sold. 


Uses Colors, Premiums 

The California Conserving Com- 
pany, San Francisco, maker of C-H- 
B Condiments, is releasing the 
largest campaign in its 75-year his- 
tory, using four-color and two-color 
half pages in newspapers in the 
eleven western states, as well as 
black and white. An offer to redeem 
bottle caps and labels for tomato 
juice cocktail glasses is being fea- 
tured. 


Takes New Space 
W. L. Stensgaard & Associates, 
Inc., Chicago, merchandising special- 
ist and designer, has leased 60,000 
square feet of manufacturing space 
at 346 St. Johns Court. Offices con- 
tinue in the Merchandise Mart. 


Gumpert Has Program 
Sponsored by S. Gumpert 


pany, Inc., maker of 
Dessert, Vi 


Com- | 
Butterscotch | 
Bradley, singing | 
musical program | 


_ 


SENSATIONAL "NEWS" STORY OF CHIPSO 
thority reports the sale of 1,909 re- | 

frigerator units in northern Alabama REGRETS FOLLOW USE OF 
for the four months following way 


MYSTERIOUS HOLES AND TEARS- 
FADED COLORS-TRACED TO STRONG 
BLEACHING ALKALIES 


“Clothes Pay the Price,” Women Complain 
“Cheap Chips Use Up Faster, Too!” 


MARY, FLIASE GET 


warn 


to powers re cory | Oe 


Store Won't Make Good 


Hostess Humiliated After Using Cheap Soap- 
3 


MR. SPENCE AmoTwER 


Chips 
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Chipso Protects ) 


There's plenty of excitement in this six-column editorial advertise- 


OlL MEN DEFY 
IN WISCONSIN 


Hope Early Court Decision 


WILL THE RIGHT MAN GET YOUR anventisEMENT? 


Everybody is the “right man” if you're selling life insurance or chewing gum. But 
if your product is automotive, it’s mighty easy to spend a lot of money telling the 


wrong man about it. 


YORE THAN 


. at 
Vv % 
ae f M sa¢n 
4 yen’? P pxpee \ 
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50,000 OF THE 


“RIGHT MEN” 


In Automobile Digest your advertisements will 
be “sandwiched” with an editorial service that 
costs each of 50,000 service shops $2 per year. 
In other words, the men who control the sales 
of equipment, accessories and parts are buying 


problems. 


a magazine devoted wholly to them and their 


Talk to these key men when they're interested 
and receptive—while they're reading the only 
paid trade paper with A.B.C. circulation, edited 
exclusively for the service-minded. 


CINCINNATI, 
OHIO 


Will End Muddle 


Milwaukee, Wis., 
Wisconsin Department of 


Nov. 1.—The 
Markets 


‘and Agriculture’s efforts to stabilize 


Milwaukee county’s gasoline indus- 
try suffered another setback Oct. 27. 
A majority of the companies refused 
to obey an order issued Oct. 24 to 
raise the price of low test gasoline 
one-half cent a gallon in keeping with 
the advance in refinery quotations 
tor third grade gasoline. 

In Madison, gasoline prices have 
dropped four times in 12 days with 
low test down to 15 and medium test 
to 16 cents per gallon. One firm 
| Which operates two stations in that 
|city announced Oct. 30 that it 
inaugurating a price of 11.9 cents per 
gallon for low, test, including tax. 

The Madison price war is taking 
place, according to A. J. Fiore, chair- 
man of the 13th district code author- 
ity, because the industry's code has 
been made a “political football” with 
no teeth to enforce it. 
| Meanwhile, the power to fix prices 
lat which such commodities as milk 
frac gasoline shall be sold will stand 
or fall on the order the department 
j}has issued fixing the prices at which 
|gasoline can be sold in Milwaukee 
county. 

Two 


Vas 


actions now are pending in 
/the courts of Dane gounty in which 
| the gasoline price orders of the De- 
| partment of Markets and Agriculture 
-are the issue. They are the suit on 
| behalf of the state for enforcement 
lof the order of the department and 
'an action in which the Wadhams Oil 
Company requests an injunction to 
prevent enforcement of the order 
Many Watch Battle 
Attorneys for the state have 
the cireuit court of Dane county to 
combine these two actions for an im- 
mediate argument and decision from 
the lower court. An appeal will then 
be pressed in the supreme court in 


asked 


the hope of gaining a final decision 
within the next tew weeks. 

It has not yet been = decided 
whether a complaint asking for an 


order fixing gasoline prices for Dane 
county will be acted upon prior to a 
court decision on the Milwaukee sit- 
uation. Indications are that the 
board will not wait for a court test 
if it is formally asked to pass upon 
the Dane county situation. 


Not only is the litigation of par- 


PRICE ORDERS 


ment for Procter & Gamble's Chipso which appeared in Cincinnati 
papers last week. 


ticular interest to Milwaukee and 
Dane county gasoline dealers, but it 
is also being followed closely by milk 
producers and dairies because of an 
attempt by the former to get a new 
order affecting prices paid them and 
possibly changing the retail price. 


Premiums with 


Cleaning Jobs 
Ruled Illegal 


Chicago, Nov. 1-—When a dry 
cleaning company gives cigarettes as 
premiums with orders, the company 
is not practicing advertising and is 
violating the cleaners’ injunction set- 
ting minimum prices of 69 cents and 
85 cents, Circuit Judge Stanley H. 
Klarkowski ruled here this week. 

The court entered an agreed order 
dismissing the contempt citation 
against the Sterling Cleaners, chain 
organization, which has been adver 
tising one carton of cigarettes free 
with five suits cleaned. The com- 
pany’s attorney promised that it 
would stop the practice pending de- 
cision of the appellate courts on th 
legality of the cleaners’ injunction 

The attorney argued unsuccessfully 
that the giving of advertising premi- 
ums was allowed under the latest 
NRA decisions, and that the cigar: 
ette offer was only a means of shal: 
ing with the consumer some of the 
funds that others spend on adver 
tising. 


Grimm Joins RKO 


Ben H. Grimm, advertising ma! 
ager of Universal, will join the staf 
of RKO Radio Pictures as advertis 
ing and publicity manager, succeed 
ing Robert F. Fisk. Leonard Hall 
formerly of Photoplay, has joined the 
RKO publicity staff. 


Club Has Lectures 
A series of lectures on advertisinsé 
and selling costs will be sponsored 


by the Newark, N. J., Advertisin¢ 
Club at Dana College. Eugene W 
Farrell, advertising manager, Vel! 


ark Evening News, is again president 
of the club 


Resigns Radio Account 

Erwin, Wasey & Co.’s Chicago 0! 
fice has announced that it is 
ing the account of the Sparks-Wil! 
ington Company, Jackson, Mich 
which it secured in August. T!' 
resignation is effective 90 days tro! 
Oct. 25. 


resl£ 


Names Coast Rep 
Doremus & Co., New York agene} 
has appointed Logan & Stebbins. Los 
Angeles agency, as their Pacifie C94 


correspondent. Ronald Brindley, f°! 
merly with Doremus, has joined ™ 
coast agency in charge of financlé 
advertising. 
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1 C. A. EXAMINES 
PIRCULATION OF 
CANADIAN PAPERS 


| 


Jetailed Study Is Released 
By Association 


Toronto, Ont., Nov. 1—The Asso- 
eiation of Canadian Advertisers has 
iust completed a comprehensive and 
detailed study of the coverage obtain- 
able through the various types ot | 
Canadian media, a limited number 
of extra copies of which are avail-| 
able for distribution. They may be 
had by addressing the secretary 
of the association, Federal Bldg., 
Toronto. 

The study is divided into three 
yolumes, the first of which analyzes 
the circulation of all daily news- 
papers by provinces and in cities of 
5.000 or more. Volume 2 gives the 
same information for magazines and 
metropolitan week-end newspapers, 
while Volume 3 analyzes the circula- 
tion of daily newspapers, magazines, 
metropolitan week-end newspapers, 
weekly newspapers, farm papers and 
financial papers by provinces, coun- 
ties, and cities and towns of over 
500 population. 

Volumes 1 and 2, covering the 
major markets, contain a mass of 
detail, such as population, subdivided 
into age and sex groups, as well as 
the circulation of every newspaper 
and magazine in the particular mar- 
ket covered. A cross classification 
gives detailed information on the 
distribution of newspaper and maga- 
zine circulations by publications, so 
that the reader may have before him 
both a complete geographical break- 
down of any newspaper or maga- 
zine’s circulation, and a picture of 
the circulation of all newspapers and 
magazines in any particular market. 


Useful Percentages 


In announcing completion of the 
survey, the Association of Canadian 
Advertisers said: 

“Several useful percentages have 
been derived which will enable the 
advertiser to compare the various 
media more readily: e. g., the per- | 
entage, which each newspaper or | 
magazine represents, of the total cir- | 
ulation in each major market is 
given. Thus if an advertiser’s budget | 
will permit of only the use of two | 
publications in a certain market he | 
can readily determine which two will | 
sive him the greater percentage of 
the total circulation in that market. | 
Further, if the advertiser is inter- | 
‘sted only in reaching the major! 
market, the circulation in the minor 
market is, for him, waste circulation. 
By showing the percentage of the 
‘otal circulation of each publication 
which is distributed in the major 
narkets and the percentage which is 
listributed in the minor markets the 
‘dvertiser can compare the publica- 
‘ions on a more rational basis than 
‘otal circulation. 

“In both Volumes 1 and 2 a study 
{rates is made. For daily news- 
dapers and metropolitan week-end 
leWspapers, the milline rate is shown, 
‘or magazines, the page cost per 
1,000 readers. The publications are 
‘vided into seven circulation groups 
‘nd the average rate for each group 
. given. Three milline figures are 
“own. The first is for the total cir- 
ulation, the second for the circula- 
‘on in places over 5,000 population 
‘nd the third for places under 5,000 
hopulation. | 


Several Summaries Included 
The magazine section contains an 


‘nalysis of type of circulation of the 
_ inajor magazines over the past 
tree years and also an analysis of 

thods of securing subscriptions. 
‘Several summary pages, both by 
‘Ublications and by markets, are in- 
amd din order to give a clearer pic- 
Of the publication field in gen- 


) 
ral 


‘Volume 3 not. only completes | 


information on newspapers and | 
“Sazines, by showing the informa- 


tion by counties and for all cities C. 
and towns of over 500 population but Agency ode Is 


also contains similar information | ‘ce ° ° 99 | organization of a new board are ad-| have violated code provisions. 
on weekly, semi-weekly newspapers, Still on Fire, vanced as legitimate reasons for the| It is suggested that such machin- 


farm papers, and two large financial ’ delay. ery, if finally perfected, could be 
Is NRA Ss Story On the other hand, it is known| adapted to the agencies under broad 


The many changes in NRA, the|pay certain stipulated sums if they 
resignation of General Johnson and|are found by the code authorities to 


papers. Under each county the vari- 

ous sections (daily newspapers, that the agency associations have | specifications. 

magazines, farm papers, etc.) are asked for more time to perfect de- . : ~ 

totaled for each city or town, and Washington, D. C., Oct. 31—That|tails and extensions have been Patterson Changes 

for the county in order to show the|the internal movement toward allow-| granted. This procedure, it is ex- J. C. Patterson, after nine years 

complete coverage obtainable with/ing industry to govern itself will| plained, prevents the matter from with Pasi ‘Peas. “Ine. Cleveland 

each type of media.” make it unnecessary to hold hearings | reaching a stalemate and tends to agency, in charge of space buying 
—_——_—- on the proposed code of fair competi- | keep it before officials in charge. and market research, has joined the 

Victor Watson Advanced | tion od advertising agencies is indi- Code authorities, ADVERTISING AGE Bayless-Kerr Company, Cleveland, as 

ve 5 : e cated as a possibility by high officials | is informed, are being encouraged to | 4M account executive. 

sean at Gor dace Eee of NRA. ay perfect arrangements for policing 

eminer, has been appointed pool However, these officials declare their own code violators without in- 

publisher of the paper, and George that the agency code “is still in| tervention of NRA’s compliance divi- 

DeWitt, formerly assistant managing the works,” and protest emphatically | sion. More than a dozen industries 

editor, has been named to succeed | When it is suggested that such a code|already have set up machinery by 


Levin Promoted 
Murray Allen Levin, for four years 
art director of Green-Brodie, Iunc., 
New York agency, has been elected 


him. may never be listed for hearings.| which members agree in advance to|a vice-president of that agency. 
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ODDS and ENDS 


~~ from circulation files 


The production men in one large company 
pay $876 a year to read Chem & Met. They 
are located in 62 plants scattered from sea- 
board to seaboard. In a smaller company, 
with 9 plants, production men pay $162 a 
year to read this publication. 


* * * 


22% of Chem & Met’s subscribers moved, 
changed their titles or left the process indus- 
tries last year. Most likely a lot of their 


Chem & Met has over 2000 subscriptions 
addressed to companies. In an Ohio plant* 
we found a single copy being routed each for copies. 

month to 15 men. In a Florida plant to * * * 
6 men. In Newark, 5 men. In Cincinnati, 2 
company subscriptions in a plant are being 
read by 18 men. In an experimental lab in 
New Jersey, 50 men dog-ear each issue. An 
investigation last year revealed an average member. 

of 5.2 readers per company copy. Not all * * * 
these hidden readers are men who have 


eral hundred over the regular circulation we 
were unable three weeks later to fill requests 


Last month the ABC observed its 20th year 
of service to advertising—a notable achieve- 
ment in self-regulation. Chem & Met takes 
pride in the distinction of being a charter 


names are still on mailing lists “at the same 
old stand.” McGraw-Hill circulation is live 


circulation. 
* * 


Check Chem & Met’s December 31st ABC 
statement against the June 30th statement 
and you will find a 10% gain in “net paid 
including bulk” circulation during the six 
months. 


reached the buying power stage but they 
are on their way. We'll admit, though, that 
some of these men should be subscribing in 
their own names. Our circulation depart- 
ment is working on that. 


* * * 


The August Southern issue went over with 
a bang. Although our print order was sev- 


In picking an advertising medium in any 
field study first the ABC report of circula- 
tion distribution. Then make sure it is an 
ABP publication, for then you'll be certain 
of the publisher’s responsibility and inde- 
pendence. 

* * * 


*We shall be glad to identify the companies 
referred to in this advertisement. 


CHEMICAL & METALLURGICAL ENGINEERING 
Published by McGraw-Hill at 330 West 42nd St., New York 
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FIRST DISTRICT 
READY TO MEET 


New Haven, Conn., Noy. 1.—-A bat- 
tery of speakers nationally known in 


| 
| 


the advertising field has assembled | 
for the annual convention of the 
First District, Advertising Federa 


tion of America, to be held Nov. 8-10 
in the Hotel Garde here, with the 
New Haven Advertising Club playing 
host. 

The convention will open Thurs- 
day with an informal “get-together,” 
and will get down to business Thurs- 
day morning when Donald W. Davis, 
Springfield Newspapers, Inc., Spring- 
field, Mass., district governor, will 
open the proceedings. 

Speakers on the Friday 
program include E. P. H. 
sales promotion manager, 
Broadcasting Company; Leo E. Mc- 
Givena, promotion manager, New 
York Daily News; Allen Zoll, Mac- 
donald, Inc., Boston, founder and first 
president of the Sales Executives’ 
Club, New York; and Eliot Wight, 


morning 
James, 
National 


advertising manager, United States 
Envelope Company, Springfield, 
Mass. 


Mayor John M. 


Murphy of New 


$3,000, 000 


a 


Haven, and Governor Wilbur L. 
Cross will be guests at the Friday 
luncheon, for which a “three-star” 
speaking program has been ar- 
ranged, comprised of Chester H. 
Lang, publicity director, General 
Electric Company, Schenectady, N. 
Y., and president of the A. F. A,, 
Prof. Irving Fisher, Yale University, 
and Edward A. Filene, William Fi- 
lene & Sons, Boston. 


Friday afternoon delegates will 
|hear George Small, Eastern man- 
jager, advertising department, The 


}an illness of several months. 


Literary Digest, and Lawrence Pratt, 
Batten, Barton, Durstine and Osborn, 
New York. 

Saturday morning, C. B. Larrabee, 
managing editor, Printer’s Ink, will 
speak, after which Frank Black of 
the Filene organization will present 
his famed “Question Box” period. All 
those attending the convention will 
form a party at the Yale-Georgia 
game Saturday afternoon. 


O. H. McCornack Dies 


O. H. McCornack, former vice- 
president of the Hudson Motor Car 
Company, died at his home in De- 
troit Oct. 30 at the age of 57. 


T. V. Smith Dies 
T. Victor Smith, former production 
manager of Smith & Drum, Los An- 
geles agency, died in that city after 


Wheeler Named 


Ayer Treasurer 


Philadelphia, Pa., Nov. 1.—H. Eu- 
gene Wheeler, secretary of N. W. 
Ayer & Son, Inc., of Philadelphia, 
and an employe of that company for 
37 years, has been 
urer of the company, 
Adam Kessler, Jr. 

Mr. 
tising business as an 
for the Ayer organization 37 years 
ago and was for years manager of 
the company’s accounting depart- 
ment. He has served as secretary 
since the change of the Ayer firm 
from a partnership to a corporation 
in 1929 and will continue in that 
capacity while also assuming the 
duties of treasurer. 


succeeding 


Women to Hear Morley 


The seventeenth birthday party of 
the Women’s Advertising Club of 
Chicago will be held at Old Heidel- 
berg Inn Nov. 6. Christopher Morley 
will be the guest of honor. 


Kaufman pom Network 


Henry J. Kaufman Advertising 
Agency, Washington, D. C., has be- 
come affiliated with Allied Service 
Agencies network. 


modern Catholic institution 


ENSUTRANCE CUSTOMER 


A Mother Superior of a large religious 
ardent reader of Ex- 
tension Magazine, carries at the present 
time in excess of $5,000,000 insurance. 


order, and an 


The 


Insurance 


advertising could do. 


The following letter from the Mother 


Company 
America wanted proof of what Extension 


of North 


surance agent if it would be possible 
for us to place at least one-fifth of this 
insurance with The Insurance Company 
of North America within the next six 
months. The agent has assured us it can 
be done. We will watch this matter and 


as the insurance expires arrange for 


more of it to 


Superior to us speaks the power of Ex- 


tension Merchandising: 


“The total amount of insurance we are 
carrying at the present time is in excess 
of $5,000,000.00 and we have arranged 
it so that one-fifth of this insurance ex- 
pires each year. We have asked our in- 


Gxtension 


be placed with the Insur- 


ance Company of North America.” 


Such response is typical of what EX- 


TENSION is 


ean be 


doing for advertisers in 


other fields. Why not get the facts and 
cash in on that plus in advertising that 


secured only by 
TENSION’S pages? 


EX- 


using 


anazine 


The National Catholic Monthly 
560 N. MICHIGAN AVE... CHICAGO H. 


J. Blakely, Advertising Manager 


—— 


elected treas-| 


Wheeler entered the adver- | 
errand boy | 


Getting Personal 


Gil Hodges has returned from four weeks of hunting and fishing 
in the Laurentian range country, the heart of the Canadian wilderness 
He bagged every variety of big and small game, except moose, and 
caught a representative lot of fish, aided and abetted by Mrs. Hodges 
and two guides. The moose escaped only because the Sun’s mighty 
hunter and Mrs. Hodges do not care for moose meat, and if you 
doubt this you can look at Gil’s pictures. 


Ken Ellis, of BBDO’s Minneapolis office, is another who is envied 
for his skill with a gun. He and three companions returned from an 
ordinary week-end with 211 ducks and a miscellaneous lot of part 
ridge and geese which they didn’t bother to count. . 


The shooting around New York has been bad this season. Ben 
Duffy, of BBDO, and Clair Maxwell, of Life, returned empty-handed 
from their week-end expedition for pheasant, and their party would 
no doubt have been in a bad humor had not Ben obligingly relieved 
the tension by falling into a creek. 


Norman Tveter (E-W), one of the advertising’s better Nimrods, 
says the birds are avoiding the metropolitan territory this year. He 
and Jack Hamilton, of Elks’ Magazine, are enthusiastically planning 
a trip November 10 to a special spot in Pennsylvania. . . 


As a governor of the Fairfield County Hunt Club, Carleton H. 
Palmer, Squibb president, is busy with details for the organization's 
forthcoming hunter trials. Thomas L. L. Ryan has added two 
promising colts from racing stock to the stable on his large farm 
near Brewster. 


Charlie O’Donnell (Mathes) has received delivery of four mounted 
fish which met untimely end this summer. They will be hung on his 
office walls and used to illustrate fish stories. . 


The W. B. Ruthrauff mentioned on the sporting pages last Satur. 
day as the owner of Optimist, winner of the Monmouth County Hunt 
meet, is the agency head. He has a first-class string of hunters and 
often rides his own horse in a steeplechase. . 


Perry Schofield, L&M writer, has just completed installation of 
a photographic studio of professional grade and completeness in a 
room of his apartment. He is busy in his spare time preparing his 
work for exhibition in the winter show of the Camera Club. He also 
works on club publicity. 


Dorothy Oulcott (Mathes), a Manhattanite all her life, moved to 
Englewood last week, little thinking at the time that it may take 
weeks to learn the way from home to the office. 


George Sutton, Jr., of the Sutton News Service, Inc., has been 
elected president of the American Power Boat Association on a plat 
form calling for bigger and better competitions, international ones 
especially. In another important elective office, that of official time- 
keeper, is L. Gordon Leech, of the Washington Times. 


Charles Scribner, Jr., has been elected president of the Prince- 
ton University Press. He is a member of the class of °13. Curtis 
W. McGraw, ‘19, of the McGraw-Hill Publishing Company, has been 
named a member of the executive committee. 


Philip W. Swain, of Power, may soon spring into the limelight 
as the director of a family orchestra. The family possesses seven 
musical instruments, including a grand piano, a cello, which he plays, 
bagpipe-like instruments and flagelettes. . 


Louis Wiley has received an honorary LL.D. from Lafayette Col- 
lege. . 


Elon J. Borton, LaSalle Extension University advertising expert, 
is in great demand at present for his talks to local advertising clubs 
on brass-tacks aspects of advertising. 


William R. Stewart, Chicago advertising representative, has been 
elected president of the U. S. Table Tennis Association and has even 
written a book on how to play the game. It’s called “Tactics,” in 
case you're a ping-pong bug, too. 


Robert E. Wade, Jr., associate editor of the Ramsey Oppenheim 
publications, was recently married to Dorothy Warner, former com- 
mercial artist of New York. She’s reconciled to living in San Fran- 
eisco now. 


Henry Ewald is now on his way to Italy, to be gone until late 
this month. His friends wouldn’t be astonished to hear that he 
signed up the Rock of Gibraltar for an outdoor display while touring 
the Mediterranean. . 


Nobody in the country has done more for newspaper boys than 
Howard Stodghill, Lowisville Courier-Journal and Times. He was hon- 
ored recently by presentation of a life membership in the Ohio Cir- 
culation Managers’ Association in recognition of this work. . . 


Cliff E. Ball, advertising and sales promotion manager of the 
Skelly Oil Company, is giving a series of ten lectures on salesman- 
ship to the Kansas City chapter of the American Institute of Banking. 
They admit they need it. 


Al Steele, advertising generalissimo of Standard Oil of Indiana, 
is receiving congratulations on having his campaign chosen for the 
second consecutive time as the best of the year. The award is that 
of “National Ad-Views.” 


product, and local advertising is Té 


Naw Dee Fond 


San Francisco, Cal., Oct. 30.—Hi- 
Test Products Company, San Fran- 
|cisco dog and 
canner, has chosen Whitely Adver- 
tising, San Francisco, to conduct an 
extensive newspaper advertising cam- 
| paign in 30 key cities throughout the 
ane States, in which distribution 
has reached justifiable proportions. 
| The campaign is unusual in that 
| distribution is largely built on the 
| Strength of the company’s advertis- 
|ing program. Hi-Test is said to carry 
a greater advertising allotment per 
case than any other competitive 


Drwwe Starts 


vat food packer and) 


leased simultaneously with the shiP 
ment. The advertising appears 
above the name of the local broker 

Announcement of the new cal 
paign follows on the heels of the for 
mation of Dog Food Manufacturers 
Association, a voluntary group orga? 
ized to prevent destructive price-cU! 
ting on pet foods. An intensive 0? 
food war on the Pacific coast had pre 
viously resulted in a majority ol 
brands reducing their retail price ™ 
five cents. 


Don Nixon Injured 
Don M. Nixon, publisher 0 the 
Michigan City, Ind., Dispatch. has 
been badly injured in an automobile 
accident. 
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Lenten athe 1934 ADVERTISING AGE 27 
ers, engravers, direct mail, poster | Marketing, C. C. Polkinghorne UF hi P '’ | clothing for men to be called, “The Rte 
Y BUYERS, and sign companies. Canada Packers Ltd., R. E. Merry of | as 10n ar '$35 line for 1935.” He will also call 
For dramatic appeal and general| Lever Bros. E. Morton of North | attention to new style developments oe, 
excellence, the exhibit of Campbell- American Life Assurance Company, Head to Tell | incorporated in the regular line and : 
Ewald Ltd. won the grand prize dur- | and E. G. Simpson, Salada Tea Com- 'forecast the sales potentials for all ~ : 
ing the judging of displays. Honor- pany, Ltd. Dealers Plans products the coming year. : > 
able mention went to Outdoor Neon | The company’s plans for consumer = 
isplay “ ” . l aawant’ i? ands Sf 
Display Ltd. News Cooking School ' : | advertising, which are in the h ands , ag 
Other awards were: publishers, " ; New York, Nov. 1—Edward Rosen- of N. W. Ayer & Son, Inc., will not 7 
: anater’ A three-day cooking school will be iw the resident of Vashi Park|be discussed specifically with re- 
Bell Telephone Company; advertis-| conducted by the Lima, O., News Dec, | 2°T® * che president of Fashion far . ‘ sp . ” 
ing agencies, Campbell Ewald Ltd.| 4-6 at Memorial Hall in Lima. under | Mfg. Corporation, Rochester, will spect to mediums and copy treat- 
P with the J. Walter Thompson Com- the direction of Bernice Lowen of|hold a 15-minute sales conference ment, but Mr. Rosenberg will give 
Canadians Hold Annual Ad- pany runner-up; direct mail, R. J.|the Edison General Electric Appli- 'tomorrow over the telephone with|assurance that the customary sup- 
i cay MacLean Company; outdoor adver- | #nce Company. more than 300 dealers. scattered | port will be forthcoming. Ts 
vertising Exhibit tising, Outdoor Neon Display Ltd.; a throughout the country. This is be- The company was a prominent 
| store display, R. J. MacLean Com- Names Redfield-Coupe | lieved to be a record or near-record | magazine advertiser until two years 
—— pany; craftsmanship in packaging, Rieetnn Galle We Cate tke 2 |for person to person hook-ups. }ago. Since then the appropriation 
Toronto, Ont., Oct. 31.—-The depen- | Somerville Paper Box Company Ltd.; saan” Redfield-Coupe “7 — Mr. Rosenberg in a prepared talk|has been devoted to sharing the 
gence of many agency men upon the | specialties, Stanley Manufacturing | yor, to direct advertising of her | “ich will require about 12 minutes | cost of newspaper advertising with 
prute force of expenditure, space and | Company. beauty products. | to deliver will announce a new pop-| dealers. New plans are under 


the double-page spread betrays a 
poverty of invention and is equiva- | 
ent to the loading of a 16-inch gun 
with a cap-pistol charge, sometimes | 
called an idea. 
Such was the challenge hurled | 
here last night at over 500 members | 
of the Toronto Advertising and Sales | 
Club, now holding a three-day con- 
vention and exhibition at the Royal | 
York Hotel by E, St. Elmo Lewis, 
well-known sales and merchandising | 
counsel. 

“The advertising slogan used to 
he, ‘Make ’Em Buy.’ The acme of 
salesmanship was to dominate the) 
customer,” Mr. Lewis said. ‘The 
tactic was attack. Then we discov- 
ered that the stronger the artillery, 
the stronger the resisting armor of. 
the buyer. Today, we study needs | 
and change these into wants. We 
jon't drive; we cooperate. We don't 
bludgeon; we persuade.” 

The speaker exhorted advertising 
men to go out and discover what the 
buyer wants and needs. He sug- 
gested that customers’ reactions to | 
opy be discovered. The person who | 
should really be attending the con-| 
ention and viewing the exhibits is | 
the ustomer, he contended. 


Tells of Research | 
When I suggest that advertising | 
men go out and meet the consumer | 
aud the retailer, they look at me in| 
blank amazement,” Mr. Lewis said. 
Yet the customer is the person who |! 
keeps us in business. No advertising 
an would earn his salary if it 
wren't for the customer. Any or- 
ganization that is doing a big busi- 
less today is catering to the wants 
ithe customer, The biggest organi- 
iions and the most successful are | 
e most curious regarding consum- | 
s’ wants.” 

He quoted the experience of a New 
York department store, which sent | 
uta corps of investigators to ask 
000 women what they would like 
‘0 see on sale during the mid-winter 
event. Most of the 20,000 women re- 
‘ealed that they wanted quality but 
vere hesitant in understanding val- | 
es. They knew more about what | 
they didn’t want than they did about 
what they wanted. The department 
store held its most successful winter | 
ale, 

Referring to the impartial “Buyer's 
itide”’ put out by General Motors 
aud first circulated in Canada as a 
‘st to find out what people wanted 
a motor car, Mr. Lewis said the 
Lost enlightening information gained 
"as that, although advertisers had 
ven stressing speed, smoothness otf 
veration and economy in that or- 
‘’, the buyer checked speed as the 
“8st of ten listed items he wanted in 
‘1 automobile. Also of vital import- 
‘Ace to General Motors was the in- 
mation that a man has made up 
“8 Inind what car he is going to 


ly 60 days before he calls upon the 
aler 


Judges were John Kirkwood of 


Women’s publica- 


tions will be used. 


con- 


ular price line of Fashion Park | sideration. 


NEW HOMES 


On August Ist | addressed @ message 

“tractors, builders and dealers urging them to 

co-operate in the Repair and Modernizing 
under Title | of the National Housing 


Large Exhibit 


ln introducing the speaker, P. K. | 
“fywood, president, scored the! 
“ose tongues of politicians who are | 
Nenting discontent.” Admitting | 
“atin some instances unethical | 
‘ade practices do exist as a result | 
he super-competition of the past 
“*’ years, Mr. Heywood contended | 
“al the analysing and correction of 
trade practices is the job of the 
ess man and not the politician. | 
100 exhibitors are repre- 
{in the advertising show which 
en assembled in the ball-room 
‘td Several adjoining rooms of the 
tel. These include advertising 
“Ben ies, printers, lithographers, 
“Otographers, display card and pa- 
" box manufacturers, electrotyp- 


ing $4,500.00 in cost 


residential construction .... and 
paid circulation of any building trade journal. 


| NOVEMBER 1934 


25 Cents 


The stumbling block—lack of finance 
for new construction—is removed! 


Mr. Moffett’s announcement of the plans for Title Il of the National Housing Act 
(November American Builder), inaugurates the new home construction program... . 


The greatest accumulated shortage of homes is in 4,5, and 6 room houses averag- 
Contractors, Builders, and Dealers—the KEY MEN— 
control 80.97% of the specifications for structural materials used in this class of 


American Builder has the largest “KEY MAN” 


To help you in making up your 1935 schedules—write us for copy of 
wide Coverage of Key Men'’—just off the press, with facts and figures on resi- 
dential, farm, and commercial building potentials for 1935. 


The American Builder 


105 W. Adams St., Chicago 


“Nation- 


30 Church St., New York 
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COAST AGENCY 
GROUP VOTES 
TO DISSOLVE 


Four A’s to Organize New 
Western Chapters 


San Francisco, Cal., Oct. 30.—The 
Pacific Association of Advertising 


Agencies voted to dissolve last week 
at its annual convention held in Del 
Monte, Cal., Oct. 25-26. 

The American Association of 
Advertising Agencies announced 
through Frederick T. Gamble, execu- 
tive secretary, its willingness to 
form Pacific coast chapters early in 
1935. The number of chapters will 
be determined by the number of 
agencies requesting the services of 
the Four A’s. 

The decision to dissolve was 
brought about by the difficulty en- 
countered by the coast organization 
in coordinating the geographical 
boundaries of the various chapters, 
among other reasons, it was re- 
vealed. 

The four A’s plans to open offices 
on the coast and maintain an operat- 
ing officer with Pacific coast head- 
quarters to coordinate the work and 


to report to headquarters in New 
York. 
Dues Are Reduced 
The coast chapters, which will 


probably number three or more, will 
hold regular monthly meetings to 


which non-member agencies will be | 


invited. 
to hold its annual convention in the 
East in the spring, but will also hold 
semi-annual conventions on 
coast. Representatives of Eastern 
agencies will be invited to attend 
these conferences. In addition West- 
ern non-members as well as mem- 
bers will be urged to attend. 

The four A’s revised its dues struc- 
ture downward to inaugurate this 


The four A’s will continue | 


the | 


| move; however, strict regulations re- 
garding conduct and practice will be 
|continued as usual. The association 
| particularly urges both large and 
/ small agencies to apply for member- 
| ship. 
| At the Friday evening session of 
| the coast organization, the members 
|present, representing a quorum, 
| voted unanimously to urge all mem- 
|bers who are qualified to make ap- 
|plication for membership in the 
| American Association of Advertising 
| Agencies. They also voted for the 
discontinuance of the Pacific Asso- 
ciation of Advertising Agencies to 
take effect as soon ag its functions 
|}have been taken over by the four 
| 


The present board of directors of 


jthe P. A. A. A. were renominated 
|with the exception of Norman 


| D’Evelyn of D’Evelyn & Wadsworth, 
| San Francisco, who was elected vice- 
|president to replace Wallace Boren 
jof J. Walter Thompson, San Fran- 
cisco, who has been transferred to 
Chicago. The officers and directors 
re-elected for this interim period 
are: 

President, William T. Prosser, 
| Strang & Prosser, Seattle; secretary- 
|treasurer, Frank Singleton, Altnow- 
| Singleton, Inc., Seattle; first vice- 
| president, Norman D’Evelyn, D’Eve- 
llyn & Wadsworth, San Francisco; 
|second vice-president, E. M. Benson, 
|Lord & Thomas, Los Angeles. 


Power Given Directors 

| Directors are: Terrell 1. McCarty, 
The McCarty Company, Los An- 
|geles; Ernest Tomowske, Tomowske 
| Advertising Agency, Spokane; Fred 
Weeks, Brewer-Weeks Company, San 
Francisco; Fred Tomaschke, Toma- 
'schke-Elliott, Inc., Oakland; J. V. 
| Roberts, Botsford, Constantine & 
| 


| Gardner, Portland. 
When the directors were renom 
inated and elected they were also 
authorized to liquidate the associa- 
‘tion when, in their opinion, the four 
|A’s had inaugurated its program. 
| The directors were further author- 
ized to distribute the assets of the 
P. A. A. A. according to source and 
to deliver all records, work and pa- 
| pers to the Pacific coast headquar- 
}ters of the four A’s. 
| The Pacific Association of 


| 
| 
| 


Adver- 


Tolalk fe Dairymen 


New York State is blazing new trails in the milk business. State 


regulation under a milk control law has raised milk prices. 


tensive State Milk Advertising 


An in- 
Campaign is on to increase milk 


consumption and stabilize markets. 


This is experimentation but it has centered the public's attention 
on milk. It is lifting the spirits of New York dairymen and renewing 
their confidence in the future of their business. 


Now, is a favorable time to advertise to dairymen and their 
families. The logical medium is the Dairymen's League News, owned 


by farmer-dairymen and published in their interest. 


Through this 


weekly dairy paper, you can reach two out of every three producers 


of market milk in the New York Milk Shed. 


Ask the Business Manager to explain how your product fits into 
this picture of increasing rural prosperity. 


MENS 


gue 


NEW YORK 

it W. 42nd St. 
R. L. Culver, Bus 
PEnn. 6-4760 


CHICAGO 
10 S. LaSalle St 
Moar J. A. Meyer 
FRAnklin 1429 


ee 


EDISON INSTITUTE HEAD GETS A TAPE 


Edison Electric Institute. 


tising Agencies has always worked 
through and with the American As- 
sociation of Advertising Agencies. 
However, with dues and membership 
fees revised downward and a re- 
allocation of chapters and change of 
headquarters the set-up is expected 
to prove more effective and more 
efficient. In the past the Pacific 
coast agencies belonged to the West- 
ern council with headquarters in Chi- 
cago. Under the new arrangement 
they will be members of the Federa- 
tion of the Pacific Coast Chapters. 
Plans for the reorganization are the 
result of long work and intensive ef- 
fort on the part of President Prosser 
of the coast association. 


Gamble Tells Plans 


“The American Association of Ad- 
vertising Agencies is very glad to 
establish chapters on the Pacific 
coast and to invite the membership 
ot the Pacific Association of Adver- 
tising Agencies to apply for mem- 
bership in the new organizations,” 
Mr. Gamble told ADVERTISING AGE 
after the meeting. “I think that hav- 
ing an operating officer on the Pa- 
cific coast will be distinctly bene- 


ficial in serving agencies here as 


well as in their relations with ad- 
vertising media on the coast. 

“At the convention to be held an- 
nually on the coast, we hope that 
heads of Eastern agencies will at- 
tend. I have been particularly im- 
pressed with the fine cooperating 
spirit of agencies on the coast, both 
at the convention, and at other meet- 
ings I've held with them. The grasp 
of national problems 
larly noticeable in 
ences.” 

Officers of the Pacific coast chap- 
ters of the four A’s will be elected 
at the first meeting to be held early 
next year. It is indicated that officers 
of the various chapters of the new 
association and particularly of the 
Federation may be those who were 
re-elected at the convention last 
week. 

The entire program of the two-day 
convention was held behind closed 
doors. Speakers included Terrell T. 
McCarty, The McCarty Company, 
| Los Angeles, Joe Mannion, J. Walter 
| Thompson Company, San Francisco; 
Carl Ohliger, MeCann-Erickson, Inc., 
San Francisco; Lucrezia 
Albertson-Kemper, San Francisco; 


all our confer- 


| W. H. Horsley, The Izzard Company, 
| Seattle; Norman Strouse, J. Walter 
| Thompson Company, San Francisco; 
}and Mr. Gamble. 


D’Evelyn Explains Move 


Norman D’Evelyn, first vice-presi- 
dent of the P. A. A. A., explained the 
significance of the group’s move to 
| ADVERGISING AGE. 
| “The chief beneficiaries of the ex- 
|tension of operating activities of the 
| American Association of Advertising 
Agencies to the Pacific coast will 
unquestionably be the smaller agen- 
cies which have been affiliated with 
the Pacific Association of Advertis- 


for membership in the national or- 
ganization,” he said. “Even a vear 


: | 
was particu- 


Kemper, | 


or two ago it would have appeared in- 
conceivable that the Four A’s would 
have considered the move now pro- 
jected which promises to make the 
organization thoroughly representa- 
tive of the advertising agency busi- 
ness by opening its ranks to agencies 
of moderate size.” 

“The establishment of an operat- 
ing officer of the national organiza- 
tion in a Pacific coast headquarters 
office is a scarcely less significant 
move which will redound, of course, 
to the benefit of the large agencies 
as well as those now to be welcomed 
into the ranks. 


“The unanimity of the attitude of 
the rank and file of the members of 
the P. A. A. A. in favoring this step 
is the best index of their apprecia- 
tion of the advantages inherent in it, 
notably in the extensive bulletin 
service provided by the Four A’s. 
From the start it was made clear 
that such present P. A. A. A. member 
agencies as could not or did not 


|qualify for Four A’s membership 
would be invited to attend and pa), 
ticipate in the meetings of the ney 
chapters. 

“The first step forward in COagt 
advertising agency organization Was 
made in 1919 in the organization 
the California Advertising Seryjo, 
Association. A second step aheag 
was accomplished in 1928 when the 
state organization became coastwiq. 
and the Pacific Association of A dyer. 
tising Agencies was evolved. A thir, 
step ahead—and in the judgment gy 
those who were at the Del Mont 
convention last week, by far the 
most important—was achieved in the 
action looking toward virtual absorp. 
tion of the P. A. A. A. into the 
American Association of Advertising 
Agencies.” 


Commemorates New Home 
With “Progress” Issue 


The Los Angeles Times recently 
issued a special “Progress” supple. 
ment celebrating the completion of 
its new million dollar building ang 


publishing plant. The paper will, 
however, continue in its present 
quarters until litigation over the 


property is settled. 

The suit concerns an agreement be. 
tween the Times and the City anj 
County of Los Angeles by which the 
former was to build the new plant 
and turn the old site over for public 
purposes. The Times, according to 
Norman Chandler, vice-president ip 
charge of advertising, has kept its 
part of the bargain, and is awaiting 
decision of the supreme court. 


To Study Power 


As a result of the bitter opposition 
by coal companies to the Tennessee 
Valley Authority’s power progran, 
Dr. Arthur E. Morgan, TVA chair. 
man, has proposed that his group 
and the National Coal Association 
arrange an “impartial investigation” 
of the respective costs of water and 
coal power. 


Agency for Insecticides 


McCormick & Co., Inc., Baltimore, 
have appointed Van Sant, Dugdale 
& Co., Inc., to handle advertising of 
Bee Brand line of household insecti- 
cides and Red Arrow garden and 
agricultural sprays. The agency now 
handles advertising of all four divi- 
sions of the firm’s business. 


November will 


restaurant equipment.” 


buying show for manufacturers of 
according to present indications. 


All outfitters and those buyers who 
new eating and drinking places and 


They are buying minded now, and 


BEER ond BAR 
EQUIPMENT. 


OUTFITTER 


of Eating and Drinking Places 


ing Agencies and which can qualify | 


The Restaurant Show sold Restaurant 
Equipment ...The Hotel Show in 


and Restaurant Equipment. 


The National Restaurant Show, recently held in Chicago, in the words of 
one of the exhibitors, “certainly was a buying show for manufacturers of 


The National Hotel Show, November 12th to 16th, will be just such a 


Alert hotel managements are capitaliz- 
ing on repeal as an opportunity to create business in all departments. 


establishments are alive to the business possibilities of this situation. 


in the November issue of “The OUTFITTER of Eating and Drinking 


sell both Bar 


both bar and restaurant equipment, 


are responsible for the equipping of 
for maintaining equipment in present 


they will have a tremendous interest 


Places” which is the 
carry the complete report of the 
Hotel Show. 


issue to 


Reach these buyers right now, 
when they are enjoying the full 
effects of both of these shows. 
Tell them your story in the 
November issue of “The OUT- 
FITTER of Eating and Drink- 


ing Places.” 


Forms will be held open 
for advertising copy until 
Nov. 26th. 


—— 


The OUTFITTER of 
Eating and Drinking Places 


(Formerly Beer and Bar Equi 
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HICAGO ADCLUB 
10 INVESTIGATE 
POSTAL SERVICE 


All Classes of Mail Poorly 
Handled, It Declares 


Chicago, Nov. 1.—Believing that 
the postal service has deteriorated to 
sych an extent as to hamper business 
severely, and that advertisers using 
all classes of mail service have been 
penalized, the board of governors of 
the Chicago Federated Advertising 
Club today appointed a special com- 
mittee to investigate the subject. 

Discussion at today’s meeting, it 
was reported, developed almost unani- 
mous sentiment to the effect that 
while second- and third-class mail 
have suffered from the poor service 
which characterizes the Post Office 
Department today, first-class mail as 
well has been slowed up in delivery. 
it was also the sense of the meeting 
that the only thing which will bring 
about improved service is vigorous 
action on the part of the business 
and advertising interests of the coun- 
try. 

So much interest in getting the 
movement for better service under 
way developed at the meeting that 
Ww. Frank McClure, president of the 
club, announced the appointment of 
the following committee, which will 
swing into action at once: 

Richard Thain, Carson, Pirie, Scott 
& Co., chairman; T. F. Driscoll, Ar- 
mour & Co.; E. J. Borton, LaSalle 
Extension University; G. Ray Schaef- 
fer, Marshall Field & Co.; Arthur H. 
Ogle, Needham, Louis & Brorby; 


Homer J. Buckley, Buckley, Dement | 


John Sweet, Trafic World, 
D. Crain, Jr., ADVERTISING 


& Co.; 

and G. 

AGE. 
Due to Increased Rates 


The committee, it was stated, will 
york with other organizations which 
are endeavoring to obtain better 
service from the Post Office Depart- 
ment. The Chicago Association of 
Commerce, through L. E. Muntwiler, 
trafic manager of Montgomery Ward 
&Co., is studying the situation, and 
i determined drive is also being 
made by the National Council of 
Business Mail Users. 

“The answer to the problem of re- 
lueed service is increased volume,” 
asserted Homer J. Buckley, president 
tthe Council. “The present rate of 
three cents for first-class mail has 
lriven away business. Many large 
lsers of the mail, faced with the 
lecessity of finding a more econom- 
‘tal means of reaching their cus- 
tomers and prospects, have resorted 
(0 house-to-house deliveries and other 
methods as a substitute for mail de- 
The post office has noted 
the greatly reduced volume of mail 
ind has reduced the number of car- 
ler deliveries. 

“We are now having a bill drawn 
‘) to be introduced at the next ses- 
‘lon of Congress, in January, provid- 
ig for a reduction of the first-class 
fale to two cents. The enactment of 
‘his bill into law will greatly aid the 
Post Office Department by increasing 
‘volume to a point which will en- 
‘ble the service to be restored to the 
‘ormer basis. The Postmaster Gen- 
‘al, Mr. Farley, has approved the 
ill, and I am confident that it can 
® passed. 

“We also believe that the third- 
‘lass rate should be reduced from 
!', cents for each two ounces or frac- 
‘nN to one cent, the former figure, 
‘or this reduction, like that in first- 
“48s mail, would immediately restore 

the post office much business 
going through other 


\veries, 


is now 
innels,” 


Bishop Picks Agency 
Bishop & Co., Pacific coast sub- 
‘Gary of the National Biscuit Com- 
vany, have placed their advertising 
‘ith the Los Angeles office of Bots- 
‘rd, Constantine & Gardner. Out- 
advertising will be used to 


100] 


Starr 


Ray Blackwell Joins | 
MacManus, John & Adams 


Ray C. Blackwell, for the past year | 


advertising manager of Automotive 
Daily News, has joined the executive | 


& 


and contact staff of MacManus, John | 


Adams, Inc., Detroit. 
Mr. Blackwell was formerly adver- | 


tising manager of DeSoto Motor Cor- 
poration, and previously had been on | 


the staffs of MacManus, 


Inc., and | 


Critchfield & Co. 


with 
Company for 29 


Klined inet Elected | 


L. M. Klinedinst, who has been | 
the Timken Roller Bearing} 
years, has been} 


elected to the board of directors and | 


made 


vice-president in charge of | 


sales to fill the vacancy created by | 


the recent resignation of Judd W.| Anderson had worked her way up|letter explained that Mrs. Morgan 
Spray. | along the newspaper-agency route.| has organized a class at the Far 


| well 


Atlanta Woman 
Proves Truth of 
That Old Adage 


Atlanta, Ga., Nov. 1—That old say- 
ing, “once an advertising man, al- 
Ways an advertising man,” is now 


| 


proved true in regard to the feminine | 


sex as well, by the case of a former 
known Atlanta advertising 
woman who now lives in the Philip- 
pine Islands. 

Several years ago Leonora Ander- 
son was advertising manager of one 
of the city’s largest department 
stores, J. P. Allen Company. Miss 


| soon moved to her husband’s post in 


Then she became Mrs. Albert C. Mor-| Eastern University and was teaching 
gan, wife of an army officer, and | her eager students the principles and 
technique of advertising and selling. 


Although living thousands of miles) “‘Rural Shopper’’ Starts 


away from her own advertising field, Published by W. L. Henthorne, for 
able in some way to use her eight | Printing Company, Rural Shopper, a 


years of experience in newspaper and | new mail-order “cooperative cata- 
advertising work. So Mrs. Morgan/|log,” has made its appearance. 
went te the Far Eastern University | Offices are at 43 E. Ohio St. The 
in Manila and told the administra-| PUDlication is designed to supply a 
tion her story. ; number of non-competing manufac- 
A letter and a photograph were | Urere the wherewithal to belle we 
a mail order business. 


received in Atlanta last week by Mrs. | eae 
Morgan’s mother. The photograph | Three Join Studios 
Stanley H. Jack, Arthur W. Bell, 


showed Mrs. Morgan standing with 

a group of Filipinos, Spaniards, and}. ; 

hsaeaes all with a faces The | reer + Ngee ar ge ge Bn 
roles tanith : as |sign and lettering artist, all of Chi- 


cago, have joined the Heath Studios, 
Detroit. 


Manila. 


What magazine adds a ‘2.00 NOVEL 
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( THESE BEST SELLERS APPEARED FIRST IN REDBOOK ) 


to every issue for the same 2 5° 


ERE is a remarkable ‘“Novel-A- 

# Month” plan! Over a vear ago Red- 
book Magazine began giving its readers 
an extra feature —a new, unpublished, 
complete novel every single month. Not 
continued stories, not “long short stories,” 
but every one complete, the length of 
books that cost you $2.00 and $2.50. 
Novels like “The Thin Man’ 
Hammett, “The Cross of Peace” by Sir 
Philip Gibbs, “The Boomerang Clue” by 
Agatha Christie were published in Red- 
book months éefore their publication in 


book form. 


What’s more, Redbook Magazine is 25c 
worth without this extra surprise every 
month. For in it you find many features 


* by Dashiell 


—continued novels, short stories, powerful 


articles,a full, complete magazine by itself. 


The result? 


@ 84,000 ew people have joined the list 
of Redbook newsstand buyers since July. 


IN THIS ISSUE: Erich Maria Remarque, Joun Maynarp Keynes, Giapys Hasty 


Carro.__t, Henprik Van Loon, and a dozen other features PLUS a $2.00 book-length 


novel—‘‘4 Woman of Washington” by Cornetius VANDERBILT, Jr. Now on sale. 


@ 91 new advertisers used Redbook for 


the first time in 1934. 


@ Advertising volume has increased 39.8% 
over 1933 (the best showing in Redbook’s 


class). 
@ Newsstand sales are now 


circulation—a tribute ‘to the interest it 
holds for readers. (Compare this with 


other magazines.) 


@ All this makes possible the lowest ad- 
vertising cost in its field—$2.08 per page 


30.9% of its 


per thousand readers. 

@ Use Redbook and you talk to the whole 
family —men and women — for less than 
you pay to reach one sex alone in ordi- 
nary magazines. 


lomorrow’s exciting literary events are in today’s REDBOOK 
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‘proud appreciation of a father whose OLD SHOES GET A BREAK IN THIS COPY La C 
KNOX HEIGHTENS | little girl made Christmas candy rge ampalgn ( 
|all by herself is described. Read- 
ers in all publications are invited Introduces New 
to send for the free holiday folder. ° 
It is expected several hundred thou- Gillette Razor 
sand coupon returns will be re- 
ceived. The company expects to 
HOLIDAY TRADE distribute 9,000,000 color recipe fold- New York, Nov. 1.—The first ad. 
ers through 100,000 grocery stores. z itette Be in many years of the Gy 
‘tte mente Gak Lattese lette Safety Razor Company, Bo, 
ton, to feature a razor, instead (| 
Expects Vast Wave of Cou- Strengthened by the personal pe pny ey: leans nod —- blades, will appear as color pages jp dep 
popularity of Jim Knox, general) [=e \#twste=sww “ag eta the first December issues of fiy, plac 
pons from Advertising manager, sales promotion is pro- national weeklies to introduce , J pre! 
ceeding with vigor. He will send ortune OeS new model razor, the Aristocrat “ 
each of the 100,000 grocers letters Simultaneously with the publics. loa¢ 
New York, Nov. 1.—Coming as a| Signed “Jim” explaining that the § . tion of the magazine copy, the ney exe 
climax to the 1934 campaign of the | campaign will not only build bigger razor will be announced on th, T 
Knox Gelatine Company, which con- volume for Knox Gelatine, but that “Gene and Glenn” program, whict the 
sisted largely of bleed color pages |25 other grocery products called for is heard nightly over the NBC-WEap der’ 
in women’s publications, the holi-|in the recipe folders will be af- network at 7:15. The 15-minut the 
day promotion this year will be the | fected. Slees That Never Tell Their Ac program, which has been broadcag paig 
most extensive and intensive in the He will urge grocers to arrange , : S* since April and which involves , org: 
40 or more years that this firm has |sroup selling displays, consisting of I a weekly time charge of about $20.0) ligh 
been a national advertiser. items needed to make pies and is well established as a leading aj; J the 
In other years, Knox Gelatine’s|candies. In addition, he plans to attraction. No other advertisin: was 
holiday pages have run up some of |send each grocer 25 recipe folders featuring the razor is scheduled , life 
the highest coupon returns known. |to be given to good customers, and Ye present, according to the agency citi 
This year, in promoting special|gummed reprints of several of the Ruthrauff & Ryan, Inc. ps org: 
recipes for holiday pie and candies, | advertisements. i The arrangements suggest tha paig 
Knox will use large advertisements| Making the promotion the more ss v an experiment is being made ty to | 
in December issues of the leading | significant, several other large food merchandise a razor of the non-y. paig 
women’s publications, with circula-| producers will cooperate. Burnett clusive type as a profit item. Othe: 
tion in the aggregate of nearly 19,-| Flavoring Extract, for example, will Ae ee considerations involved are the ne 
000,000. run an advertisement supplemen- “4 cessity for meeting the competition 
Though the program is of mass|tary to the Knox copy in Progres- FO <TUONE of other companies which intro. _— 
proportions, each aspect has been|sive Grocer. Other firms are re- POTS TL ULIN St duced one-piece models some time Pp 
treated individually to obtain max-|ported to be doing special merchan- ae (ce ee ae ago and the possibility of develop se 
imum effectiveness, then coordi-|dising in the retail field. sivies Su SHOES ing seasonal gift business. amb 
nated into a whole that is being| A consistent magazine advertiser , x The current Gillette razor retails [mp 
vigorously merchandised through|since 1892, Knox Gelatine Com- : wa omens im various models at prices ransie a 
food broker, wholesaler and retail|pany this year had as its program, from ten cents to $50, most of the the 
grocer. Federal Advertising Agency, reflected in the bleed page cam- Rice 4 saviow © MasbtiLUs. veuenecas demand being concentrated in the pone 
Inc., is in charge. paign, “showing more women how low price range. The radio adver. TISI 
Thus, The American Weekly will|to use Knox Gelatine in more| Color page which will appear in the Nov. 10 issue of the "Saturday | tising calls attention to a consumer of t 
carry a “new” color page captioned, | Ways. Evening Post" to open a new campaign for Richland Shoe Company, jdeal of one razor and five blades pen 
The New Way to Make Holiday a division of General Shoe Corporation. In addition to the price- for 49 cents, thus establishing a Ir 
Pies and Candies.” A color page Starts Paper style-stamina appeal, an interesting feature is an unretouched photo- | retail value of 24 cents for the razor “Re 
augmented by two facing single ° left-hand f ir of Fort h Magazine and radio advertising den 
columns in the Ladies’ Home Journal 8 ° . . will quote the Aristocrat razor and hat 
12,000 in the retail liquor trade of for eight months. C. P. Clark, Inc., Nashville, is the agency. tha 
employs the blurb technique to use| io Now England states, the New aa ten blades at $4, describe the ai: pos 
one recipe for creating interest in|), at waaay vantages of the one-piece construe. Am 
England Liquor Reporter, fortnightly ‘ , B é 
another. — . tabloid, has been launched by thei QQ Maoazines Hayes Aids Hupp Output | tion, and urge consideration of the Bmw 
True Story copy says, “It Was|Newbury Publishing Company, Bos- gz Rufus S. Cole, executive vice-presi-|item as a Christmas gift. dur 
Santa Who Had the Surprise.” The | ton. Get Beech Nut dent and general manager of the -— seri 
: , ee ee : a » Hupp Motor Car Corporation, De- . . am 
troit, has announced that the facili-| Appoints Representative on { 
December Page ties of the Hayes Body Corporation| National Apartment House Man thro 
v2 ; will be used extensively for Hupmo-|agement, Cleveland, has appointed 0 
"Luswers to questions bile body production during the com-| Harley L. Ward Company, Chicago tral 
(Picture on Page 39) ing year. as its western representative. nitt 
p 14 New York, Nov. 1.—What is be- | or — trad 
on page lieved to be the greatest single maga- aan 
zine advertising effort ever put be- | it DARES “TO BE DIF FERE N T Z| com 
hind a chewing gum will hit the pap 
public in the eye late this month and new 
early next month, when Beech-Nut T 
Packing Company will use full pages don 
in the Decémber issues of 88 maga- anc 
zines, estimated to reach approxi- Can 
mately 35,000,000 readers. half 
I. The Atlantic Monthly, in its August, September and Officials of the company and its pub 
; oe 1 a on oe eo agency, McCann-Erickson, Inc., be- wer 
October issues, presented a series of articles on the Labor Move that G6 éthet fem oF eanéy at- Point of — ie 
Question. So timely and comprehensive are these studies that vertising has ever reached so many 
: 1 magazine readers within the span of 
more than 11,000 reprints have been ordered (unsolicited) nn ean. A Vy Bl GAZINE Ir 
by American industrialists and statesmen. Ri 88 magazines = the list “4 4 = 
clude every type of publication, suc on 
Ps as general magazines, women’s mag- oa ~~ es ane SECTION Ass 
Ze The Seligman article, “Amend the Securities Act,” Anes, PAVERS PURHeAtCNs, maton coc rg a 
; ‘ P : picture, detective, sporting and other es A 
which appeared in The Atlantic Monthly, created wide and magazines, and Sunday magazine ua aa Parp OSAKR ee radi 
spontaneous interest among influential men because it gave supplements of daily newspapers. In bro 
? f : - addition, the company is continuing par 
facts and arguments from the viewpoint of the financier which its outdoor and radio advertising. one 
no other publication had presented. The December Beech-Nut page is To extend the horizon of human ~~ 
one of a new series for this com- th ar hi f sion 
pany which will be continued during ee ee a ee inc] 
3 ; at , 1935. Copy is held down to a mini- . statesmen, educators, financiers, jour- and 
e The Atlantic Monthly, recognizing the necessity of ‘ante, and the aptenck, tn taleemal nalists of many lands—The Christian 8 
speed in announcing new models, price changes, new pro- style, dominates the space. The Science Monitor publishes every Wed- B 
a eee ae : | bla hs oaiwliae products shown in the illustrations nesday a Weekly Magazine Section. new 
ucts and new policies, wl accept comp ete Dlack and white are not animated, but are invariably Printed in rotogravure, it affords op- trib 
plates up to the 10th of the month preceding issue. shown in giant size against a Lillipu- portunity for effective two- and four- and 
tian background, this treatment add- color advertising. Sev 
ing considerably to the advertising’s a pi 
value as a means of package display. Fift 
YOU CAN REACH MORE IM- The December advertisement car- phi 
ries a minimum of copy, the entire THE of | 
PORTANT PEOPLE FOR LESS page being one drawing depicting a Cips 
7 circus, with a variety of Beech-Nut CHRISTIAN SCIENCE bus 
get MONEY WITH THE ATLANTI gum products occupying the spot- M 
‘4 c Heht. MONITOR all 
. MONTHLY— CIRCULATION cata eeateid Published by The Christian Science Publishing Society Can 
Gets Texas Paper Reatens, Tinencteeine a 
NOW 'IN EXCESS OF 100,000 Burke, Kuipers & Mahoney, Inc., Branch Offices: New York, Chicago, Detroit, St. Louls, ms 
publishers’ representative, New York, Kansas City, San Francisco, Los Angeles, Seattle, Miami cnn 
7) has been appointed national repre- London, Paris, Berlin, Florence, Geneva ? e 
Kate: sentative for the McAllen, Tex., mone 
%420 the black and white page. 4 enn, Heemeve Tat Ween. by 1 
Y . R The 
ees Svan, Wines to Gardner Y hve 
THE ATLANTIC MONTHLY ethane aan Wines of Spain, Inc., sole import- + Con 
ey) Of [ PR @} f F es, Gj ers of Bodegas wines, has placed its mar 
ew “fjorn ° « oston ° ucago * C/an rancisco * os ‘/‘(ngeles | advertising account with the Gardner , 
Advertising Company, New York. |. AN INTERNATIONAL DAILY NEWSPAPER sur 
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°0-0P INSURANCE 
CAMPAIGN TO BE 
PONTINUED IN '35 


(Continued from Page 1, Col. 2) 
dependence Week. He advocated 
placing the handling of such a com- 
prehensive campaign in the hands 
of a paid committee, thus taking the 
joad from the shoulders of company 
executives. 

Theodore M. Riehle, president of 
the National Association of Life Un- 
derwriters, expressed the view of 
the men in the field toward the cam- 
paign with the assertion that the 
organized life underwriters “are de- 
lighted with the decision to repeat 
the campaign of education which 
was inaugurated last year, and local 
life underwriters’ associations in 270 
cities in the United States will be 
organized to support the 1935 cam- 
paign. They will contribute largely 
to financing local advertising cam- 


paigns.” 


Tell Canada’s Plans 


Plans for Financial Independence 
Week in Canada will be even more 
ambitious this year, George H. Hunt, 
Imperial Life Assurance Company of 
Canada, Toronto, and chairman of 
the Canadian Association of Life 
Agency Officers, predicted to ADVER- 
rising Ace. Mr. Hunt was chairman 
of the association’s Financial Inde- 
pendence Week committee this year. 

In his address to the convention, 
‘Reflections on Financial Indepen- 
dence Week,” Mr. Hunt pointed out 
that the Canadian committee’s pur- 
pose this year, as in the case of the 
American campaign, was not so 
much a campaign for new business 
during the week, but, through a 
series of messages, “to accomplish 
a more lasting and beneficial effect 
on the business of life underwriting 
throughout all Canada.” ‘ 

Organized under the Canadian cen- 
tral committee were 57 local com- 
mittees. Service clubs, boards of 
trade, other business men, and 
cergymen lent their support. The 
committee issued nine general news- 
paper releases, which appeared in 
newspapers from Halifax to Victoria. 

Three institutional advertisements 
donated by the Institutional Insur- 
ance Advertising Committee of 
Canada appeared in 72 dailies, and 
half-page advertisements in 16 farm 
publications; 600-line advertisements 
were also run in the Financial Post 
and the Toronto Saturday Night. 


Many Pamphlets Issued 


In addition, 31 daily and weekly 
papers ran special advertisements, 
donated by the Life Underwriters 
Association, varying from full-page 
to half-page size. 

Also on the firing line was the 
radic. Seventeen different local 
broadcasts were made in various 
parts of the country, in addition to 
one national hook-up made by cour- 
tesy of the Canadian Radio Commis- 
sion. These local broadcasts did not 
include the various underwriters’ 
and service clubs’ talks that were 
broadcast locally. 

Backing up the publicity efforts, 
hewspapers, and radio, were the dis- 
tribution of 20,000 posters in French 
and English, and the distribution of 
Several hundred thousand copies of 
a pamphlet “Your Dollars and Mine.” 
Fifteen thousand copies of this pam- 
Phiet went to a picked mailing list 
of bank managers, high school prin- 
Cipals, clergymen, and prominent 
business men. 

Mr. Hunt stated that practically 
all of the companies operating in 
Canada, including Canadian, Amer- 
lean, and English companies, con- 
tributed to the campaign fund. Nine 
more companies contributed this 
year than in previous years. 

Campbell-Ewald Company, Inc., 
Was the advertising agency retained 
by the Canadian committee this year. 
The American committee retained 
the Richardson, Alley and Richards 
Company. E. Morton, advertising 
Manager, North American Life In- 
Surance Company, Toronto, will act 


as chairman of the 1935 Canadian 
campaign, it was revealed. 

Evidence of the rising interest in 
the cooperative approach to insur- 
ance problems, was the fact that 350 
representatives attended the conven- 
tion, 75 more than in previous years. 
Of the delegates about 40 were from 
Canadian companies. 


Offers Radio Course 


Ward Olmsted, Olmsted-Hewitt, 
Inc., Minneapolis agency, is instruct- 
ing a new course in radio advertis- 
ing at the Y. M. C. A. evening school. 


Gets Macaroni Account 


The Prince Macaroni Mfg. Com- 
pany, Boston, has appointed Badger 
& Browning, Inc., to place advertis- 
ing. 


Outdoor Art 
Meet to Hear 
Paul B. West 


Chicago, Nov. 1.—Paul B. West, 


| managing director of the Association 


of National Advertisers, will be the 
principal speaker at the luncheon 
which will open the annual exhibit 
of outdoor advertising art at Mar- 
shall Field & Co. Nov. 8. His subject 
will be, “100,000,000 Guinea Pigs Go 
to Market.” 

Announcement of awards for the 
best posters of the year will be made 
at the meeting, following inspection 
of more than 300 entries by a dis- 


tinguished jury of artists, advertising 
men and consumers. The meeting 
will be presided over by Burr L. Rob- 
bins, vice-president of General Out- 
door Advertising Company, who has 
headed a committee which has con- 
ducted the competition for several 
years. 

The luncheon meeting will be 
sponsored by the Chicago Federated 
Advertising Club. 


Toledo Firm Wins 


The Toledo Colortype Company has 
been awarded the prize offered by the 
American Photo-Engravers Associa- 
tion for the best cover appearing on 
the Photo-Engravers Bulletin during 
the twelve months ending September, 
1934. The cover appeared on the Oc- 
tober, 1933, issue. 


“Literary Digest” on 
All-Year Schedule 


Through an error, The Literary 
Digest was not included in the list 
of magazines mentioned as being 
used in the current campaign for 
All-Year Club of Southern California, 
which was described in the Oct. 27 
issue of ADVERTISING AGE. 

Copy for this account is appearing 
in the fall issues of The Literary 
Digest, and is scheduled to run dur- 
ing February, March and April of 
next year. 


Chicago Firm Moves 


The Concentrate Products Com- 
pany, Chicago, moved Nov. 1 to 
Champaign, Ill. Several additions to 
its line of equipment, feeds and sup- 
plies are contemplated. 


No. 6 of a Series 


The Name 


Ohio 


Hill, Ohio 
Co., Cincinnati 


Ohio 


The Building 


Christ Hospital in Cincinnati 


What They Have Done 


Sayler Park School, Cincinnati 
Cincinnati Chamber of Commerce Building 


Tietig & Lee, architects, of Cincinnati, 


Residence of Stanley M. Rowe, Indian 


Knox Presbyterian Church, Cincinnati 
Industrial Building, Andrew Jergens Soap 


Industrial Buildings, Cincinnati Chemical 
Works, St. Bernard, and Norwood, 


HE specifications of this important firm of architects are based on sound judgment and 
long experience, whether it is a specification for a building product or for an architectural 


magazine. 


Name 
Rudolph Tietig 
Walter H. Lee 
Earl H. Carleton 
Wm. B. Ward 
Geo. H. Meinshausen 
Wm. E. Wood 


Position 
Member of Firm 
Member of Firm 
Chief Draftsman 
Structural Engineer 
Draftsman 
Draftsman 


Do You Read Architecture ? 


Read what Tietig & Lee have to say: 


Yes 


“ 


Do You Read the Advertisements? 


Yes 


Now, let’s look at the record: 


@ ABC recturs has the largest number of architects (4,777) 


monthly during the period of the last A. B. C. Statement. 


of any architectural magazine published 


G Arion take up by far the largest percentage of ARCHITECTURE’S circulation and the largest of any 
of the architectural publications, carrying out ARCHITECTURE’S purpose of being THE STRICTLY 
PROFESSIONAL PUBLICATION. 


@[ ARCHITECTURE's renewal rate is 63 per cent — its arrearage 8.4 per cent. 


ARCHITECTURE 


TO KNOW ARCHITECTURE ISTO USEIT...IT 7S DIFFERENT 


NEW YORK 


CHICAGO 


CHARLES SCRIBNER’ 


CLEVELAND BOSTON 


S SONS, Publishers 
PITTSBURGH LOS ANGELES 


SAN FRANCISCO 
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ADVERTISING AGE 


November 3, 1934 


Grabill to Artcraft 


Artcraft Publishers, Inc., Indianap- 
olis, has appointed Harry A. Grabill 
as resident agent. 


9 vams 
in 9 FIGURES 


The readers of Engineering 
News-Record are vitally con- 
cerned, among other things, with 
nine huge dams that are being 
financed by federal funds. Grand 
Coulee .. Bonneville . . Boulder 
Parker Fort Peck 
Seminoe Alcova Norris 
Joe Wheeler everybody's 
heard these names now for 
months. Their aggregate cost 
runs well over $400,000,000—a 
stupendous investment in equip- 
ment, materials and labor to re- 
duce the costs of power, naviga- 
tion, irrigation and river regu- 
lation. 
Much engineering and construe- 


tion information has been pub- 
lished in ENR about these proj- 


ects. But our readers are inter- 
ested in other aspects of the 
projects. The enormity of the 


outlay gives rise to a number of 
questions unrelated to engineer- 
ing and construction. For in- 
stance, how are these projects 
related to the economic develop- 
ment of their respective regions? 
Are they economically justified? 
Is there a market for the abund- 
ance of power that is to be gen- 
erated? What will the country 
really gain from Joe Wheeler? 


Federal Projects 
Issue, Nov. 29th 


Aiming to give ample answers 
to questions of this sort the edi- 
tors of Engineering News-Record 


will go afield in the issue of 
November 29 and _ bundle to- 
gether every bit of general in- 
formation on each project. 

Kivery manufacturer of equip- 
ment and material anxious to 


have his story put before readers 
of Engineering News-Record in 
a way that will assure maximum 
value, will wish his advertise- 
ment to appear in this important 
number. 


manufacturers who also 
story of achievement or 
service which fits into the edi- 
torial scope of the issue—-who 
have rendered service to the en- 


Those 
have a 


gineering and construction ends 
of any of the projects featured, 


or whose products ideally fit into 
the work still to be done, are 
doubly fortunate in that they 
will be able to definitely tie 
their advertising story to the 
very projects or types of projects 
referred to in the publication’s 
feature articles. 


ENGINEERING 
News-RECORD 


A McGraw-Hill Publication 
330 W. 42nd St., New York 


OUR 
VOLUME’S UP! 


—We MUST be good! 
PHOTOSTATS 


KAPID COPY SERVICE 


( Vanderbilt 3-3680 
dates | ay ren 
Cleveland: Main 9335 

\ State 6013-4 


State 5980-I 


Chicago 


t 


| 


| selling 
| disers, 


ee | 


6. E. APPLIANCE 
MERCHANDISING 
PLANS REVEALED 


(Continucd fron Page 1, Col. 5) 
vide regulated current for the accu- 
rate operation of patrons’ electric 
clocks. In order to capitalize upon 
the investment made in equipment 
necessary for this “free time’ serv- 
ice, a large load is necessary. The 
“Plug Into Profit with G-E Clocks” 
campaign is designed to aid in pro- 
ducing this load. 


Dealers Arrange Laundry Campaign 


The plan of this campaign calls 
for the services of every utility em- 
ploye. For convenience in selling 
and to increase the number of units 
sold, the clocks are grouped in pop- 
ular-priced assortments for the sale 
of which a generous commission is 
paid. At the close of the campaign, 
prizes will be awarded for outstand- 
ing performance. 

One of the promotion devices rec- 
ommended on clocks is the new 
“Merchandiser,” a metal display de- 
signed to hold six of the fastest-sell- 
ing clocks in the line. In two and 
one-half feet of counter space the 
unit establishes a complete clock 
department. On the display, a card 
tells the G-E clock story, and full 
line of clock folders provides “trade- 
ups” to clocks not shown in the dis- 
play. The “Merchandiser” is also 
adaptable to window use. 

Hundreds of dealers cooperated in 
the preparation of G-E’s new home 
laundry equipment campaign, desig- 
nated as the “Dealers’ Campaign for 
Dealers.” The keynote slogan, “Ring 
the Bell,” is their suggestion, the 
prizes are what they recommended, 
the sales plans are based on dealers’ 
successes, and the suggested adver- 
tising and sales promotion helps are 
based on their experience. 

Unlike many sales campaigns, 
“Ring the Bell” is not primarily a 
selling contest, though competition 
for prizes is an important incentive 
for dealer-interest. The real objec- 
tive of the campaign is to increase 
home laundry sales by bringing to 
dealers’ attention sales methods 
which not only will act as a tem- 
porary stimulant to business but will 
increase the year-round efficiency of 
their selling operations. 


’ 


Aggressive Sun Lamp Effort 


One of this campaign is 
the “Tri-zone” sales plan. It gets 
its name from the three zones cre- 
ated by the action of the G-E Activ- 
ator (feature of the home laundry 
machine). Zone 1 is designed to get 
leads and prepare prospects for 
stronger action. In Zone 2, the 
salesman applies more forceful ac- 
tion by getting and giving demonstra- 
tions. Full power action—the clos- 
ing—comes in Zone 3. Methods of 
accomplishing the objective of each 
zone are fully presented, and _ in- 
structions given for making the 
“Tri-zone” plan a power agency for 
increasing home laundry sales. 

General Electric’s fall and 
ter sun lamp promotion efforts are 
directly largely toward the devel- 
opment of the market through ag- 
gressive retail outlets. The “¢- 
Way” campaign around which spring 
sun lamp activities were built will 
be continued although it is now es- 
sentially a department store opera- 
tion. The campaign plans include 
the installation of a ‘sunshine room” 
for store patrons, two proved-in-prac- 
tice activities for developing leads, 
1 “Sunshine Essay Contest,’ newspa- 
per, direct mail and radio advertis- 
ing, window displays and_ score 
ecards, all of which will carry the sun 
lamp story to the consumer. 


feature 


win- 


Much Radio Copy 


A “Central Station Plan’ has 
been developed as a complete activ- 
ity for central stations whether or 
not they are actively engaged in 
merchandising. For active merchan- 
disers, complete data on sun lamp 
is given. For non-merchan- 
the plan provides an outline 
of sun lamp activities through which 


SEIZES OPPORTUNITY 


LONGEST, FASTEST RUN 
IN RAILROAD HISTORY 


[ LOS ANGELES fe NEW YORK /n | 
2 DAYS 9 HOURS 


A Whale Day Faster Tham Fastest Prevent Schedules! 
ap 
a ‘| ; = 


UNION PACIFIC ESTABLISHES A NEW ERA 
IN TRANSCONTINENTAL RAIL TRAVEL 


ad trans 


cootinent, its pass- 
engers enjoying the utmost in travel safety and 
comfort, this new super-train established aa. 
entirety new set of standards of speed, safety 
and economy in American pect Operation 


Union Pacific System, long a user of Pennzoil prod- 
ucts, again specified Pennzoil Motor Oi! to lubricate the 
motor and Pennzoil lubricants for various other moving 
parts of the entire train. 

Railroad experts—men who deal in millions | of miles 


of transportation yearly—buy lubrication solely on 
hasis of dependability and economy. They figure their 
costs not by the gallon, but by the mile. Pennzoil’s popu-. 
larity with these experts — men who know lubrication-— 
constitutes @ safe guide in selecting your own motor oil. 

Your car represents America’s most highly advanced 
engineering skill, applied to indiv ridual transportation. 
Joto it was built many thousands of miles of dependable 
and economical service. 

Specify Peanzoil Motor Oil and the Pennzoil Sefety 
System of lubrication, and you will protect your invest- 
ment to the fullest possible extent, guard against repair 
bills, enjoy gasoline economy and a fast, snappy motor. 


wane 
Toa On 


PEW 


vonnss 
“oO! 


Three-column copy which was re- 
ieased to newspapers in important 
cities last week immediately follow- 
ing completion of the Union 
Pacific's record-breaking  trans- 
continental run. 


central stations can tie in with local 
dealers. 

The ‘Key Area Dealer Plan” has 
been prepared especially for dealers 
who wish to merchandise sun lamps 
actively, and provides complete de- 
tails of all phases of a successful 
promotion. For convenient presenta- 
tion of these plans to dealers, all the 


campaign material—folder, newspa- 
per mats and sales plans—are con- 


tained in a portfolio. 

The G-E radio program for fall and 
winter provides a definite plan for a 
four-fold market: all wave sets, auto 
radio sets, battery sets and conven- 
tional models. 

This year national advertising will 
play an important role. During the 
radio season, a series of striking ad- 
vertisements is scheduled in Ameri- 
can Weekly, Collier's, Saturday Eve- 
ning Post, Time, Q. S. T., Short Wave 
Radio and Radio News, supplemented 
by trade paper copy reproducing the 
consumer advertising. This will serve 
to drive home to dealers a realiza- 
tion of the support given them by 
G-E. 

The radio promotion campaign for 
dealers revolves around the ‘“Band- 
wagon” activity, simple in operation 
and essentially a sales contest last- 
ing five months. At the close of the 
contest, the dealer in each district 
who oversells his quota to the great- 
extent will win a grand award, 
a trip to G-E’s “House of Magic” in 
Schenectady. In addition, merchan- 
dise prizes will be awarded to deal- 
ers whose performance shows them 
to be deserving of special recogni- 
tion. 

A complete assortment of sales 
promotion material and proved sales 
plans has been provided. Striking 
window displays are an important 
feature of the retail promotion ma- 


est 


terial. A house organ, “The Band- 
wagon,” will carry to dealers each 
month facts and figures regarding 
the campaign, information on new 
merchandise, sales hints, service 
notes and a variety of items help- 
ful to dealers in their merchandis- 
ing activities. Folders, newspaper 
mats, photograph portfolios and 
similar selling helps are available 


on all models. 

During the 1934-35 winter season, 
promotion activities on General 
Electric fans will be concentrated 
largely on window ventilating mod- 
els. The campaign 


material which | 


has proved successful in the past is | 


so revised and improved 
* the new season’s ‘Operations. 


Rheingold to Rickerd 


The Voigt Brewing Company. 
troit, has chosen 
Advertising Agency. Detroit. to 
rect advertising of Rheingold 


De- 
the C. E. Rickerd | 


Radio, newspapers and direct 
will be used. 


upon | 


| 


GUARANTEE SHORT 
WAVE RECEPTION 


WITH ZENITH SET 


Chicago, Nov. 1.—Taking the short 
wave bull by the horns, Zenith Radio 
Corporation this week used 8v0-line 
copy in the newspapers of some 60 
metropolitan markets to announce a 
money-back guarantee of satisfac- 
tory reception from Europe, South 
America, or the Orient. 


PURPOSEFUL REPETITION 
“4 Good Name Is Beyond Riches” 


The Story of the Bishop 
and the Bag of Gold 


Widespread dissemination of the | 


guarantee followed first appearance | 


of the copy last week in Chicago 
newspapers. 

In bold fashion, the advertisement 
proclaimed: 


“For the first time by any manu-| 


facturer satisfactory radio en- 


tertainment daily direct from Europe, | 
the Orient guar- | 
The text went on to explain that | 
can | 


South 
anteed 


America 
or your 


or 


money refunded.” 


“now—for the first time—you 
buy a radio with perfect confidence. 
A Zenith—guaranteed 
short wave reception! 

“At the time of your purchase you 
receive a 
dealer. If at the 


end of ten days 


you have not received short wave | 


programs direct from one or more @ 
the following: Europe, South 
ica or the Orient every day . the 
money you paid for your set will be 
refunded. 


Triple Filter Does It 


“Only with Zenith triple filtered 
reception do you have the definite 
guarantee that you will hear thrill- 
ing foreign short wave 
direct from abroad daily. 
broadcasts from Daventry, native 
tango music from South America or 
strange programs from the Orient! 
“Zenith is best fitted to offer you 
this unusual guarantee. Since 1923, 
when Zenith short wave equipment | 
Was used exclusively aboard the 
Schooner Bowdoin on the MacMillan 
expedition to the Arctic, the leader- 
ship of Zenith in short wave 
been definitely established.” 
The copy was embellished with an 
illustration of the effect of triple fil- 


Ienglish 


tering, showing Mussolini in one of | 


his best postures, illustrations of two 


Zenith models, and a box urging the! 


reader to “be sure to ask your dealer 
for the guarantee bond which accom- 
panies each Zenith 


short wave 
radio.” 
Charles Daniel Frey Company, 


Chicago, is the Zenith agency. 


| 
| 
| 


guarantee bond from your | 


Amer-|on the 


broadcasts | 


has | 


FOUNDERS DAYS az GIMBELS 
Come SATURDAY and MOND. ly 


1 Our 92nd Anniversary Sale Now in P 


ee 


Gimbels took full pages in Phila. 
delphia dailies last week to tell g 
story about Adam Gimbel which 
the copy says "it is our custom to 
publish each year when we cele. 
brete our ne 


_ 51] Retailers Talk 


To Secretaries 


| Chicago, Nov. 1.—Following closely 
heels of a full-page adver. 
ltisement by a New York retailer 
|which was addressed exclusively to 
|the vast army of stenographers 
‘housed in Manhattan offices, the 
/same technique has been adapted by 
a number of other retailers, among 
|them A. Bishop & Co., Chicago, and 
| The May Company, Cleveland. 
Making the copy meaningless to 
{all but stenographers is accon- 
{plished by the simple expedient oi 
‘running it in shorthand, the only 
‘complication being the necessity 
for using both the systems of short: 
hand writing which are in common 
use. 


Salt Account to Hoyt 
The Worcester Salt Company, New 
|York, has appointed Charles W 
'Hoyt Company, Inc., to place copy 
|for Worcester salt, Ivory salt, Wor- 
icester Iodized salt, and Worcester 
Salt toothpaste. — 


Pe ae to Getchell 


Joseph Donohue, formerly assis! 


j}ant to the president of the Columbia 
Broadcasting System and supervis0! 
|of special sports and news events, has 
| joined the press bureau of J. Stirling 
Getchell, 


Ine. 


GOOD OLD DOC MUNYON’? 


‘AY back when, even before 

bustles departed, good old 
Doc Munyon stood boldly forth 
on many a newspaper page — fist 
clenched, head thrown back, 
pounding home three words — 
“TI Cure Men!’’ Yessir, Doc 
would fix you up pretty. He 
sold pills. Pills good for all the 
printable ails of man. Maybe 
sometimes he got the labels 
mixed and you blandly swal- 
lowed a rheumatism cure when 
you thought you were taking a 
bronchial aperitif— but what's 


a little label between friends? 

We are reminded of him be- 
cause of the inescapable fact 
that his advertising was read. 
We can’t do his circusy stunts 
to get ours read— but we keep 
on laying these inspired mes- 
sages down before you in the 
optimistic hope that there is 
someone besides the proof- 
reader who really wades through 
them from end to end. Are you 
one such? Friend, thanks! And 
we know HARrison 3732 will 
be getting your buzz ere long. 


PARTRIDGE & ANDERSON CO. 


di- | 
beer. | 
mail | 
"ELECTROTYPES - 


712 Federal Street, Chicago 


Telephone HARrison 3732 
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- teresting comparison between the | the first revolutionary change in ‘allwave’ set that our Association 
women’s magazines and those in the RADIO MAKERS home radio reception since the has decided to launch its coopera- 
In fo r m a t t @] n movie, radio and romance-fiction transition from battery operated ‘tive nationwide campaign.” 
field. sets to house current sets in 1927 The actual decision, according to 
ba Just as that change made obsolete the Association's directors, follows 
or vertisers No. 604. A New and More Effective all sets built before 1927, so the/long consideration of cooperative 
Approach to a Proven Market. current ‘allwave’ set relegates to advertising programs. This first 
A booklet published by Street and history receivers whose limits are | took definite and tangible form with 
The foHowing documents may be! smith Publications announcing the C0-0P FFFORT only the regular broadcast band. the presentation several months ago 
secured without charge by anY | introduction of a new four-color serv- , 3 by the Radio Wholesalers’ Associa- 
national advertiser or advertising | jce for advertisers in the Street and | Will Feature “Allwave tion of a “Five-Point Plan” for 
agency from the companies sponsor-| smith Group. A unique feature of wer 
ing them, or through ADVERTISING 
AGt 
No, 659. How NBC Helped Cadillac 
md LaSalle Meet the Challenge of 
1934. 


A supplementary booklet to “Ra- 
dio Enhances Two Distinguished 
Names,” this treatise published by 
National Broadcasting Company 
gives complete details of the incep- 
tion, function and preparation of the 
Cadillac Symphonies program of last 
year. 


No. 660. Fargo Route List. 

Wholesale and retail grocery and 
drug routes list of Fargo, N. D., and 
Moorhead, Minn. published by 
WDAY, Ine. Also a route list of de- 
partment stores. 


South Bend Sales Routes. 


A handy, pocket-size route list of 
South Bend and Mishawaka, Ind., 
giving not only grocers and drug- 
gists, but a variety of other retail 
outlets, such as hardware stores, 
confectioners, etc. A feature is the 
definite instructions regarding the 
local transportation facilities to use 
in getting to any particular section. 
Published by the South Bend Tribune. 


No. 661. 


No. 662. 39,362,031 Women and 22,- 
461.021 Magazines. 
An interesting study 

nine market, detailing 

magazine reading habits, ete., pub- 
lished by Modern Magazines, com- 
prised of Modern Screen, Radio Stars, 
and Modern Romances. Draws an in- 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


M. M. 
PM. 


in planning the Window Dis- 
play, it Piays to be "Mer- 


chant-Minded" rather than 
Price-Minded. FACTS TALKI 


FREEMAN CO.*¢ 


Starr and Borden Avenues 


e Long Island City, N. Y. 


of the femi- | 
age groups, | 


pages in the publications will be fur- 


A leaflet describing the service of 
World Broadcasting System, and giv- 
ing station rates, location, power, and 
other information about affiliated sta- 
tions. 


No. 652. Data File on Sports Afield. 

A folder containing a variety of 
data on Sports Afield, including ex- 
pressions from advertisers, a study 
of its rate structure, lineage and cir- 
culation records, data on the field 
served, etc. 


No. 638. McGraw-Hill. 

A folder published by the McGraw- 
Hill Publishing Company giving a 
brief description of each of the Mc- 
Graw-Hill publications, and also an 
outline of the work of the McGraw- 
Hill Book Company and the McGraw- 
Hill Catalog and Directory Company. 


No. 641, 
pany. 
A presentation of the case for pro- 

motion in the small towns and rural 

| areas, to back up the work of whole- 
poten whose selling areas do not in- 
clude large metropolitan centers. In 

the form of an interview with Bill 
| Henderson, wholesaler, the attractive 

little volume points its 
| pleasant fashion. Published by Grit. 


Henderson Wholesale Com- 


No. 630. The Table of College Dates. 


Gives the 1934-35 opening, closing 
and vacation dates of all colleges, 
published by Olive Parker, who is 
also distributing the 1934 football 
schedules of colleges and unitversi- 
ties. 


No. 623. The Song of the Hammer 
and the Saw. 

“Where will it be heard first?” this 
brochure of Household Magazine 
asks, and answers with statistics 
showing the number of homeowners 
among its readers, how and where 
they spend their money, etc. 


No. 607. $50,083,486 in Golden Grain. 

An unusual broadside detailing the 
amount of money which will enter 
the pockets of Oklahoma farmers 
with the harvesting of the wheat 
crop. Published by Oklahoma Far- 
mer-Stockman., 


No. 627. The Truest Barometer of 


Business. 

An effective demonstration of the 
fact that street car traffic figures sup- 
ply the truest business barometer. 
Contains statistics showing the up- 
ward trend in street car traffic in a 
number of the country’s most impor- 
tant cities. Published by Barron G. 
Collier, Ine. 


No. 620. Paper. 


An exceptionally attractive folder 
issued by International Paper Com- 
pany containing a portfolio of busi- 
ness forms and advertising ideas 
printed on International papers. 


No. 640. Introducing- 
Hard-Hitting Crew of Salesmen. 
An exceptionally attractive over- 
size brechure published by the Comic 
Weekly. Through the mouths of some 
of its characters, 
the story of reader 
for advertisers, etc., 
the “private lives’ of the comic 
characters that make up the Comic 
Weekly family. 


A Smashing, 


reactions, results 


No. 628. 
ties. 
A feature of this volume published 


Select Market Opportuni- 


divided into vari-colored areas which 
portray the best, second best, etc., 
purchasing sections. Condensed mar- 
ket data on each of these cities ac- 
/companies the map. 


the plan is that plates for four-color | 


nished by the publisher without | 
charge. 
No. 629. World Program Service. 


moral in| 


the brochure tells | 


and also reveals | 


by National Home Monthly is a series | 
of maps of leading cities in Canada, | 


(Continued from Page 1, Col. 3) 


| Company to handle a _ nationwide 
campaign in the interests of the 
|radio industry as a whole. Although 
the appointment is effective immedi- 
ately, no details as to campaign 
plans or appropriation were re- 
vealed and it was said that these 
have not yet been definitely decided 
upon. 

The general purpose of the cam- 
paign, acording to a statement from 
the Association's board of directors, 
will be to awaken the public to the 
tremendous’ strides which 
been made in radio reception in 
recent years culminating in the 
current “allwave” 
their tremendously improved tone 
fidelity throughout the entire broad- 
cast band. 

**Allwave’ reception, 
in current model 
the statement 


as developed 
radio receivers,” 
reads, “represents 


telephone instruments, 


purchased in large quantities. 


in large quantities. 


factory. 


ments. 


a McGraw-Hill Publication 
Member of ABC and ABP — 


“Of this, at present, 
a whole is 


the public as 
but dimly conscious. 
They have become calloused to the 
miracle of radio and have come to 
accept it as routine with little or no 


interest in its development. Hun- 
dreds of thousands of persons 
throughout the country today are 
|}hearing daily radio broadcasts dis- 
'torted by obsolete receivers with- 
‘out any realization of how these 
same broadcasts would sound over 
a modern receiving set. Even 


| when new, 


have | 


receivers with) 


Electric refrigerators are one of thousands of 
appliances and machines that are made in quan- 
tity production—like automobiles, | 
portable tools, washing 
machines, etc. The parts, materials, and finishes 
entering into their manufacture obviously are 


Once one of these manufacturers is entered on 
your order books you have a customer that’s very 
much worth while—one who re-orders frequently 


Customers of this kind run into the thousands on 
the circulation stencils of Product Engineering. | 
They are the chief engineers, vice presidents in ! 
charge of engineering, chief draftsmen, designing 
engineers, and mechanical engineers who create V-belt 
and plan products for the home, the office, and the 


If you make parts, materials, and finishes Product 
Engineering is a made-to-order medium for estab- 
lishing contact with these big buyers. It is these 
big-buying readers who give us in confidence their 
purchases as enumerated in this series of advertise- 


most of these sets could 
capture only comparatively little of 
a program as broadcast and through 
years of use, their capabilities in 
this direction have steadily § de- 
clined, 


To Awaken Public 


“It is to awaken the public to 


these facts—to the strides which 
radio has made in the last few 
culminating in the current 


years 


stimulating the radio industry. This 
plan, 
than 


somewhat broader in scope 
the one now adopted, was 
taken under advisement by the 
Radio Manufacturers’ Association 
and essentially forms the basis for 
the present undertaking. 

Appointment of the J. Walter 
Thompson Company, and announce- 
ment of definite plans for a cam- 
paign by the Radio Manufacturers 
Association follows a decision made 
at a recent meeting of the board of 
directors of the R. M. A. in New 
York, at which an outline of the 
project was approved. 


Invades Montana 
The Associated Oil Company of 
California plans to extend its adver- 
tising and marketing campaign into 
the state of Montana, supplemented 
by its radio program, which will also 
be extended to include broadcasts of 


football games in that state. 


typewriters, 


| Motors 


Gaskets 


PRODUCT ENGINEERING 


Company 


Address 


COMPANY NO. 1, REFRIGERATORS 


Cold-rolled steel (tons) 10,930 
Cold-drawn steel (tons) 1,848 
Steel tubing (tons) ............ 146 
EMG GESUMED .ccccecscciccccccse . SORE 
eee 1,000,000 
Motors ee ee 300,000 
V-belts 450,000 
Gaskets ..... ..+.. 1,000,000 
Lock-washers and lock- nuts ..... 10,000,000 
Bolts and screws ...............10,000,000 
| rrr 1,000,000 


COMPANY NO. 2, REFRIGERATORS 


Cold-rolled steel (toms) ......... 
Cold-drawn steel (tons) ......... 200 


Stainless steel (toms) ............ 37 
seen Gein COONS) «ow. cscs scess 100 
Pressed-steel parts .............. 750,000 
Soft-rubber parts ............... 4,400,090 
Hard-rubber parts .... errr 20,000 
Molded parts and gaskets: cocceess L,CROOD 
Motors .. ‘ ST | 
pene bearings” Veer eeeeerrr a 

vere . 225,000 
Gane pes ki dawatdap sees oN RKS 3,000,000 
Lock-washers and lock-nuts ..... 10,000,000 
Bolts and screws ...............20,000,000 
Springs babes . 1,500,000 


COMPANY NO. 3, REFRIGERATOR 
UNITS 


Cold-rolled steel (toms) ......... 100 
Stainless szeel (toms) ............ 12 
Pressed-steel parts ........5..... 50 
Die castings 


BE IED, eiaecescscanaverss 


_ Even the smallest of these three 


buyers is a BIG BUYER 


of parts and materials 


| SAMPLES OF YEARLY 
PURCHASES OF THREE 
MANUFACTURERS 


USE THE COUPON TO GET ACQUAINTED 
WITH THIS MARKET'S FIRST-LINE MEDIUM 


330 W. 42nd Street, New York City 


I have been reading about the large buyers of parts and materials in 
your field. Please send me the following: 


[] Sample copies of Product Engineering. 
(] Advertising rate card and ABC statement. 
{] Information about new-product activity in the field. 


Saad 
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ADVERTISING AGE 


November 3, 1934 


Varied Views Are Held 


By Purchasing Agents 
On Buying Ad Supplies 


Chicago, Nov. 1 
ence oft opinion 


Marked 
exists 


differ 

pur- 
chasing agents, on the time-honored 
question of whether a company’s pur- 
chasing department or advertising 
department should direct the pur- 
chase of advertising department ma- 
terials and _ supplies, art 
work, engraving, printing, etc., a sur 
vey made by AbvVERTISING AGE shows. 

In previous ADVERTISING 
AGk, the points of view of scores of 
advertising managers on this subject 
were presented. The following are 
typical comments from purchasing 
agents of manufacturers doing na- 
tional advertising: 


amone 


such as 


issues of 


A. J. Petrie, purchasing agent, 
Kolynos Company, New Haven, 
Conn.; “The writer is inclined from 


his experience to be somewhat of a 
heretic, believing that almost no pur- 
chasing agent these days can do a 
real bang-up job in the buying of 
printing, engraving and more espe- 
cially art work for advertising, and 
at the same time attend properly to 
the purchase of other supplies 
“Furthermore, the purchase of art 
work, etc., involves a much more 
comprehensive and technical knowl- 
edge of modern advertising than is 
possessed by the average purchasing 


agent although the purchasing 
agent’s opinion on many of these 
matters should be sought and due 


consideration given his views when 
they are founded on experience ac- 


Beech-Nut Packing Company, Cana- 
joharie, N. Y.: “It is my opinion 
that, while it is proper that orders 
should be written on regular com- 
pany purchase order forms, the pur- 
chase of advertising supplies is 
strictly a matter for the advertising 
department. For the most part, the 
ideas and suggestions used are ad- 
vanced by vendors of 


printing and when and if utilized 
must, for ethical reasons, be pur- 
chased from the originator of the 


ling 


quired in related lines of activity. 
This is the manner in which we at- | 
tempt to handle advertising  pur- 


chases with the advertising manager 
purchasing the art work, engravings, 


printing, etc., and the purchasing 
agent confirming the orders so is- 


sued, lending any opportune sugges- 
tions or practical helps of which he 
has knowledge.” 

C. N. Robinson, purchasing agent, 


ideas.” 

A. E. Goossen, purchasing agent, 
Olds Motor Works, Lansing, Mich.: 
“In the purchasing of advertising 
such as engraving, artwork, and spe- 
cial printing, our advertising depart 
ment is the controlling factor, all 
purchases of this material being han- 
dled by them. 

“Standard print forms of a repeat 
nature are handled by the purchas- 
ing department. We feel that due to 
the special nature of advertising in 
general it can be handled more ad- 
vantageously by our advertising de 
partment.” 

J. E. Lang, purchasing agent, Can- 
ada Dry Ginger Ale, Inc., New York: 


“At the present time in our organ- 
ization, the advertising department 


does the purchasing of art work, en- 
gravings, etc., pertaining to advertis- 
for the reason that these pur- 
chases occupy too much time on the 
part of the purchasing department. 
Perhaps an ideal arrangement would 
be to centre all such purchases in 


‘the purchasing department, handled 


exclusively by one person who is 
thoroughly familiar with all the de- 
mands trom the advertising and 
sales department.” 

C. A. Prichard, purchasing agent, 
Mid - Continent 
tion, Tulsa, Okla.: ‘We purchase 
all materials for the advertising de- 


“~ 


Every dollar goes to 
work when you buy 


ABO coverage 


*ACTIVE BUYERS ONLY 


MILL®& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E, 42nd St., New York City. 


333 N. Michigan Ave., Chicago 


(A-so| 


advertising | 


Petroleum Corpora-| 


partment; however, the creative or 
art work is handled by the adver- 
tising department, but we issue the 


order to confirm their arrange- 
ments. We do not believe that we 
|'would gain anything by attempt- 
| ing to handle this particular part 


| of the advertising department’s re- 
| quirements. After the advertising 
| department has settled on a certain 
| design, the matter is then turned 
| over to the purchasing department 
|for the purchase of completed jobs 
;Which is handled on competitive 
| basis. 

| “Our advertising department han 
idles all advertising in newspapers 
/and other publications through a 
| private advertising service. The ad- 
| vertising department also handles 
|the contracts for billboard space.” 

C. Reynell, generai purchasing 
agent, Worthington Pump and Ma- 
chinery Company, Harrison, N. J.: 
“We have tried both methods of pur. 
chasing advertising material and sup- 
plies. 

“The majority of this purchasing 
was formerly done by our advertis- 
ing manager. Every item of this is 
now purchased through our purchas- 
ing department. 


i 


“The printing and stationery divi- | 


sion of our purchasing department, 
as well as the general stationery 
is located on the same floo1 
as the advertising department, with 
communicating doors between, and 
both departments work with the clos- 


stores, 


est cooperation. We issue a great 
many bulletins describing the vari- 


ous products we make, which are of 
a strictly technical nature, and must 
be carefully compiled and printed in 
an attractive manner. The contents 
of these bulletins are compiled by 
the advertising department, who do 
all of our art work, bids are then 


obtained by the purchasing depart- 
ment from a carefully selected list 
}of acceptable bidders. This list is 


| 
small, as each 


‘must be satisfactory to the publicity 
j}department and the work is then 
|}awarded at the discretion of the pur- 
chasing department. 


System Works Well 


“All supplies are purchased by the 
purchasing department, and a great 
many kept in our. stationery 
stores Cuts are purchased from one 
or two acceptable suppliers, and are 
|requisitioned from them directly by 
ithe publicity department. As month- 
lv statements are received, they are 
}then checked as to price by the pur- 
| chasing department.  <As 
| 


necessarily 


are 


labove, this arrangement has been 
ithe most satistactory for the benefit 
of the corporation as a whole.” 


H. E. Nye, purchasing agent, Delco- 
Remy Division, General Motors Cor- 
poration, Anderson, Ind.: “Concern- 
ing the matter of purchasing adver- 
tising and the incidental printing, 
engraving and art work common to 
the same, it is the writer's opinion 
that all of this purchasing could be 
done to best interests of the company 


by the particular department trained | 


in purchasing rather than in adver- 


tising. 


“To assume that it is necessary for | 


the advertising manager to buy his 
supplies is to assume also that the 
foreman of the heat treat depart- 
ment should buy his supplies, that 
the shipping clerk should buy his 
supplies, or in other words, to state 


it briefly, the purchasing would be 


«| broken down to departmental fune- 


}tion and it has been proven conclu- 
lsively that this positively works to 
the disadvantage of the corporation. 

“IT believe that you will agree with 
me that anyone not trained in pur- 
chasing would do an inferior job to 
one who had been trained and had 
considerable experience in this line. 
The argument commonly used 
those who disagree with this state- 
ment is that the purchasing agent 
couldn’t possibly have enough prac- 
tical knowledge concerning all the 
items purchased to do the right sort 
of a job, but this is overcome in well 


where the assistance and coopera- 


buyer you will find that a 
greater efficiency is brought 


much 
about. 


printing, engraving, etc., incident to 
advertising was purchased by the ad- 
i vertising department in our organiza- 


printer | 


stated| 


by | 


managed companies by the coopera: | : ‘ ; : 
tion of those who do have this prac: | have followed this routine for a num- 
tical knowledge and experience, and | 


tion of men of practical training is | 


Make Grained 
Screen Plates 
By New Method 


| Kansas City, Mo., Nov. 1- 


-A new 


printed plates—said to be particularly 


GRAINED SCREEN PLATES MADE AVAILABLE 


jeven when the 
|process for making grained screen |is not perfect. 


a , 


in making newspaper blow-ups, and 
copying of any pattern without the 
moire effect now objected to in pro- 
ducing certain subjects. 

In reproducing photographs or 
drawings wherein straight lines must 
be distinct, as in mechanical sub- 
jects, the lines are clearly defined, 
original photograph 
Plates made from 
grained screened negatives will, it is 


desirable tor printing on matt sur- claimed, look well owing to the har- 


monious blending of the grain even 


Pearson of | when made through a coarse grained 


faced papers—-has been developed 

and patented by A. A. 

this city. Plans for marketing are | screen. 
indefinite. 


for making plates may be sold to 
firms licensed in restricted 
jtories to use the process It is 


claimed that use of this process pro- 
|vides greater detail, a better grada- 


It is said now that grained screens principles of 


The also embodies the 
the Auto Type nega 


as the tones reach the strong: 


process 


tive: 


terri- est highlights the grains or dots ar 


farthest apart, thereby producing 
whiter highlights. 


Use of the process in offset print- 


ition of tone, especially in the coarse ing has been particularly effective 
iscreens, blending and absence of saw Observers say, in reproducing crayon 


ledges in taking out highlights or 
painting in solids, reduction of steps 


jtion. At the present time it is done 
}almost 100 per cent by the purchas- 
ing department with considerable 
saving in cost to the company for 


equal quality and service.” 
|Packard Motor Car Company, De- 
|troit, Mich.: “All of the advertising 
}matter with the exception of art 
| work is purchased by our purchas- 
ing department with the cooperation 


charcoal and drawings of that char- 
acter. 


writer and the officers of the com 


pany. 

“The cause for the discussion Was 
our feeling that there should be 3 
closer cooperation between the tw 


J. H. Marks, purchasing manager, “departments in the purchasing 0! 


printing and the selection of sources 
of supply. The question of quality 
we, of course, leave entirely to th 
advertising department. The_ ull 
mate source is also their choice. Ow! 


of the advertising department, of | aim is only to eliminate a definit: 


course. 


contacts are made directly between 


Air , P ait 
In the case of art work the distinction between purchasing ant 


advertising department sources 10! 


ithe various members of our adver- Materials of a similar nature. 


| tising staff and those in a position to 
| furnish it. 

“We the ad- 
| vertising material in our purchasing 
| department than we did in the past. 
| “The existing arrangement is most 
| satisfactory to both the advertising 
and purchasing departments, and at 
| the present time we see no way by 
which it could be improved.” 

M. L. Burrell, purchasing agent, 
Federal Motor Truck Company, De- 
troit, Mich.: 
our company that all the purchasing 
of material and supplies for the ad- 
vertising department be done 
through the purchasing division. We 


are buying more of 


| » . e 
ber of years and find it works out 


| weer advantageously.” 


New York.: 
the 


“The question of 
purchasing 


What 


part of department 


“Some years ago the purchases of | Should play regarding the buying or 


supervision of advertising depart- 
ment requirements was recently dis- 
| cussed at considerable length by the 


,chased by 


“It is the practice with | 


“Purchase orders for practically @!! 
items, with the exception of art work 
and public advertising, that is news 
paper and magazine advertising, a! 
issued by the purchasing departmel! 
Invoices covering all items pl 
the advertising depa! 
ment are checked through the Pt" 
chasing department before payme! 
is made. We are not buying mor 
or less material used in the co! 
pany’s advertising, than in the pa*! 
nor is there a need for our havilé 
more authority; but, we feel thé 
ithere is now a better cooperativ’ 
spirit between the departments 40° 
the company is profiting thereby. 

L. R. Steffen, purchasing age" 

A C Spark Plug Company, Flint 
Mich.: “Regarding purchases of 
vertising material, would advise th®' 


George V. P. Marks, general pur- in our organization this departme! 
at the beck and call of a trained | chasing agent, Julius Kayser & Co., works very closely with our adve! 


tising manager in the purchase ° 


our requirements.” 

C. W. Clauser, purchasing age" 
Maytag Company, Newton, Ia.: 
our organization the advertisins 
nert page) 


de 
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ADVERTISING AGE 


PIVE VIEWS 
ON BUYING 
AD MATERIAL 


continued from Preceding Page) 
yartment conducts negotiations for 
surchases of this kind, getting com- 
netitive bids, and in most cases de- 
jiding Where the best value lies. 
The actual order is placed by the 
purchasing department as a matter 
of concentrating all purchasing rec- 
rds. 


“As we see it, the questions that | 


you raise depend entirely 
set-up and personnel in the 
vidual company. There is no par: 
ticular reason why the principles of 
scientific buying cannot be applied 
whether the purchasing is done by 


upon the 


indi- | 


> 


Pea ot Tae fi 


WINS AWARD AT TORONTO SALES MEETING 


purchasing department should act as | 


censor in these matters, and in our 
set-up we do not act in that manner. 
If a requisition comes to us approved 
by an authorized person, we proceed 
to carry out the instructions exactly 
as they are given to us without any 
deviation. Although we do this, we 
also feel that we have the same priv- 
ilege that anyone else in the company 
has, that of criticising and offering 
suggestions. 

“I believe if the purchasing depart- 
ment is set up properly, that is to 
buy and buy only, that they can pur- 
chase printing, engraving, art work, 
equipment, and supplies, to much 
better advantage than if handled by 
individuals who are interested solely 
in the obtaining of results regardless 


of cost.” 


New Set-Up rm : 
Motion Picture Unit 


The Motion Picture Unit, New 
York, composed of Motion Pictures 


Classified 
Advertising 


The rate for this department is 40 


cents a line (not agate line); mini- 


mum, $2. 


SALESMEN WANTED 

Men, or women, with successful 
records in business paper circulation 
work can make profitable connection 
with high class publication for rep- 
resentation in Detroit, Cleveland, 
Philadelphia, Boston, Cincinnati. 
Give references in application. Ad- 
dress Box 582, ApverTISING Acer, Chi- 
cago. 


To Diamuaihe Red seal 


California Redwood Association 


Display of Campbelll-Ewald Ltd. which won the grand prize at the and Movie Classic, has been acquired !as launched a_ series of weekly 
annual exhibit staged by Toronto Advertising and Sales Club this by executives associated with the | broadcasts over KGO, San Francisco, 


, . : Kable News Company. stressing the use of redwood in home 
week. Its dramatic value and general excellence in attracting atten- Stanley V. modernizing. A special feature of 


the advertising department or by 
the purchasing department. 
“The factors of quality and serv- 


Gibson 
ice must be considered, as well as 


continues as 


tion were commended by the awards committee. president. Associated with him are the broadcasts will be discussions of 
price, Whether the commodity be —— Samuel J. Campbell, president and, ome modernizing problems by lead- 
rinting, art work, or pig iron. We}... ones en , . s wy | Ureasurer of the Kable News Com- ing architects, Gerth-Knollin Adver- 
annot see that it makes any great arrangement pertaining to purchases ties can be better handled by men pany, and vice-president and direc- | tising Agency, San Francisco is the 


between the purchasing and adver- 
tising departments in so far as the 
advertising 


trained to buy 
specialized in 


rather than by those tor of 
advertising. Having 


jifference which department does agency im charge. 


the actual buying, so long as com- 


the Kable Brothers Company, 


publication printer; Warren <A. An- 


netition is encouraged and the above | department handles all been in purchasing department work gel, Kable News, vice-president and ] Wo Join ‘ Ponsinstea 
I a re » ar le ; 2. ier reneri anager, ; .. Tavlor 
srinciples are observed.” |items that are more or less in a de about twenty-two years, it is only | ®&"e! il manager, and A. K. Taylor. 


| velopment stage and the purchasing Robert R. Harkness has been ap- 


Harry M. Sidlett, purchasing agent, tir le : é : ay, | aatural that I should feel that these pointed Western manager of Wom- 
Porto Rican American Tobacco Com. | oe tg wage nara se ya things can be handled more eco- Freezer to BBDO jan'’s Home Companion, and Eugene 
pany, Congress Cigar Company, Inc., | ones . ge rome grt nag ” - tee" nomically and to better satisfaction | Batten, Barton, Durstine & Osborn, | B. Peirsel, formerly with Cosmopoli- 
Waitt & Bond, Inc.: “The question | 2°78 can be placed, alter receipt 0 generally 4f they are in the hands | 12° has been appointed to direct | tan and Harper's Bazaar, has joined 
you bring up, as to whether the pur- quotations. ; i ‘ os sous igsieesilk tut taaai “| advertising of the Maine Mfg. Com-' the Chicago advertising staff of the 
chase of printing, engraving, art | I do not believe that this arrange- | 0 — who are trained in buying. 'pany, Nashua, N. H., maker of the | Woman's Home Companion at Chi- 
work, otc., ? |}ment could be improved upon and it I do not feel, however, that the; White Mountain freezer. cago. 


is working to our entire satisfaction.” 
G. E. Smith, vice-president and di- 


used in the advertising 
= department, should be purchased by | 
| 


tha , ici ‘ > , 
id he advertising department or by the rector of purchases, Reo Motor Com- FRIE POSTERS 
ne purchasing department, is a difficult an Lansin Mich.: “With us 
>. one to answer. It cannot be an-| P23"? ~ os ' 


this is a matter of close cooperation 


swered by any hard and fast rule. | between the advertising and purchas- 


or "e oe pn denne ol} of the art ing departments. Purchase orders 

st work and age later se and some other | are issued for all items, and the se- 

1b- - —— i material, ae ag aagpscndigl lection is by agreement between the 

, nal . tgs ee ae con »puyer handling this line of work, j 

ph ee heheh or through, our adver- | and our advertising manager, the J 

vg a. wane ee the printing | i nderstanding being that in case of a 

is requirements of the advertising de- | aispute, the undersigned will make ie 

ar partment and some miscellaneous ad- | the final decision; however, I have | Uf 
e a items are purchased by our |. over been called upon as yet to ex- | i 
ed purchasing department. lercise this authority, and our sys- 


in the final analysis, the two de- | 


> seems function most satis- 
he partments should cooperate towards ae ” . | > 
5a: secliring the best quality products | A. Vv. Pleasance, general purchas-| % > 
g- id the best possible service at the peignecen Montgomery Ward & Co., | ¥. 2 ie. ; 
re lowest possible price.” g tig ‘a od Re @ NR a eas 
i 6 J. Marauerds hin rt Chicago: The general purchasing + \ ; 
™ nent, Aud ye F he pet ee *|department of our company, in the| ° 7 S U Ec R Cc H A R GC a D 4 
+ Sore ee Ve perana Dre | past three years, has taken over con- aCe if 
nt hampton, N. Y.: “Our purchasing | -. er aa 
E mertment is bavi Asa >| siderable of the advertising pur- oo —_—_—__—_—— _ ——— 
ty “ok are at ae po gory ms chases, both for the mail order rs 
“ he ew vorusing materia! than 11 /)-anch and the retail branch of our . ; ¢ x a 
ar- le past. Purchase orders are issued | business » RS : 
' practically all of the company’s! ...;. : ; r; . tn 
} . . af S par : y ases ¢ ea bs ua OY eel rs 
‘ivertising. The art work is han- —— cheese ewenness so of) = wen ———— Vitec " ™ * 
led entirely by tl Brevtiel i the paper and ink used in the print- * ———" no & 
yn artment a a a a ing of our general catalog, flyers,| . 44... = 
oe oon ore , | booklets, etc. The catalog depart- 
vas © we have a very g000!| ment contracts for and purchases a 
ie : _.'the printing of the general catalog i 
wi land all regular booklets. Any spe-| ? e 
* cial booklets, circulars, ete., are | 
ces - R E M i U M S specified as to the quality of the) Oo u o n | s 
ity |stock and the printing, and these | 
th ‘specifications are furnished to the | 
iti PS ae a ae | purchasing department to obtain quo- | 
Ju! ifs) axon tations and to decide who will print 
it 0, ia | them. . The 24 sheet poster gives your message the forcefulness 
and LN _- | “The art work and engravings for | 
eros “ae . . ac , 
for . : the catalog are purchased by the — ‘ 
Under Our Service catalog department by specialty men of a shout, combining the advantages of picture, color and 
all Y | hired for that purpose. The buying 
orl ou— |of printing engravings, matrices, etc., . 
OIA Ss , , 
ws | for the retail advertising department, tremendous SIZ€. lt cannot be overlooked. 
art l/is done by the general purchasing 
ent Avoid all investment in |department, although all the details 
pul premiums. |are handled by the retail advertising L L d " : 
a rs Sa a a With permanent inks and extra strong paper, Erie posters 
pu Are relieved of all de- | coming up, they advise us of its char- Pp 3 P P / P 
ent tails. j}acter and we send them three or s — L, , d f d 
ore — P | four, or more, representatives of re- preserve their original color and empnasis Gay a ter ay, 
on eee expert advice |liable concerns, who get the com- 
asl an uidance. | plete details from that department, . "4° 
ying R . 9 * = " | and after figuring the job they sub- week after week, and insure the full value of repetition. 
tha etain your individuality ‘mit their quotations to the general 
tive —the catalogs, cou- |/purchasing department where — 
an\ are analyzed and the decision made 
: Khe and shipping be- /as to the firm that will do the work. Call us on vour next oster! 
yent. ing under your name. “The retail sales department, like y' P ’ 
int Pa the catalog department, handles the 
Fad y after your sales are | purchase of their own art work, in- 
that made. asmuch as this is a full time job and 
nent they have one man who handles this. 
iver mn Free Booklet Covering Every “The centralizing of these activi- 
e 0 ase of Premium Advertising ties during the past three years in | 
the purchasing department, whereas DISPLAYS 
~ The Premium Service Co., they were handled in the catalog and | 
retail advertising departments prior | 


r de Inc. 


8 West 18th Street to that time, shows that the manage- 
ees 


_ment felt and feels that these activi- 


[ITHOGRAPHING & PRINTING CO. ERIE PA. 


New York City 
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36 ADVERTISING AGE November 3, 193, N° 
Ks . Women’s Meeting Spaulding with Agency AGENCY FOR OIL “Market News” Change; 
ae oming Has Two Speakers) c. serry Spaulding, formerly with Ida Lee Pollock, who was with No. 


The Oct. 16 meeting of the Wom-|M. J. Whittall Associates, Worcester, tional Dry Goods Reporter and Dry. 


re : dsman before joning Retaile,, 
( : 7 en’s Advertising Club of Chicago fea-| Mass., rug makers, has joined the good tg iler’s 
és onve ntions tured talks by O. D. Cleaver, of West. staff of Otis Carl Williams, Inc., Wor- Market News, has lett the latter's gy, 
page inghouse Electric & Mfg. Company, | °ester agency. — _- 7 join a New York 
who discussed “Better Light, Better | eppaee staff. Mrs. Marian K. Willer hag 


Sight,” and Fred A. Williams of the) Garrard With Houck joined the St. Louis staff. 

Nov. 8-10. First District, Adver- |Linweave Association, Springfield, | vanes OPT gr RNS : = — a 

tising Federation of America annual |Mass., who spoke on increasing the| William Garrard, former newspa- 

meeting, Hotel Taft, New Haven, | effectiveness of direct mail advertis-| Pe" reporter and editorial executive, 

Conn ling |has been appointed manager of the 
; ' /press bureau of Houck & Co., Roan- 


. - 
No. 19-21. Annual meeting, Asso- See oke, Va., advertising agency. Sunny Service Shares Lime- 
ciation of National Advertisers S a 
LS agar Promoted ; , , a 
ee City. on George A. Sagar, previously assist-| Club Fetes Old Timers light With Visitors | 
Nov. 22-23. Fa meeting, Asso-|, aes Er ae . ‘harter ’ ars ¢ , f. 
ant Atlanta manager for the Hell-| Charter members and former o F 
ciated Business Papers, Inc., Wash-| mann mayonnaise gp ove and spe-|ficers of the Minneapolis Advertising ‘I am hs regular reader of 
ington. cialist for General Foods on sales-|Club were entertained Oct. 24 at the| Detroit, Mich, Nov. 1.—Followers Nation’s Business and find 
men’s budgets and field personnel, | fall meeting devoted to “Old Timers.” }of Sunny Service Oil Company's | it one of the most inter- 
lew Y P ' ssi Sa newspaper advertising for Zip gaso-| esting and helpful of the 
Two Name Butterfield New York, has been made assistant , a a | ing Ip _ the 
oc aie ,|to J. K. Evans, vice-president and | Joins Coolerator |line might at first be led to believe | periodicals which I receive.” 
Advertising of the Ferti-Lawn| _.4, manager of the Eastern divi-| 'that Simons-Michelson Company, 
Company, Hamilton, N. Y., grass seed | 84°68 Manas “Galea Com. | cee. Ce ereetord: formerly of the) 7.1. agency, is the official recep. OTTO H. FALK 
and fertilizer, and the Sturdy Dog|Sion of General Foods Sales Com-| Jensen Printing Company, Minneap-| “PS @seney, ts — ‘ - FALRK, 
Food Company, Syracuse, N. Y., has| Pany, Inc., in which capacity he will | olis, has been named advertising| tion committee for Detroit - bound | President 
been placed with Clayton W. Butter-| coordinate personnel and sales pro-| manager of the Coolerator Company,|screen and radio celebrities. Aliie-Chalmers 
field & Associates, Syracuse. motional activities in the field. Duluth. With the periodic arrival of each | Manufacturing Co. 
SS ee == |star, Zip’s widely diversified copy Milwaukee 


returns again to the company’s char- 
acteristic pictorial endorsements, 
featuring the new arrival. MR. FALK, a subscriber 
The most recent endorsement ap- since 1919. is one of the 
° : > - > 
peared this week in the form of a 31.050 executives who 
2.000 -li : : caicianiil _ a . ae 7 x 
,000 - line insertion featuring, for receive Nation’s Business 
the second time, Ben Bernie, who is b patente Seater etal 
quoted as saying, “Cast Your Eyes he Uni ed S mbe Che in 
Here—For a Bit of Good Cheer.” the Unite tates am- 


The balance of the copy is made ber of Commerce. The 


a * ca 8 a up of six box illustrations showing membership subscribers, 

the star in various poses, alone originally the only sub- 

is Inc ive j Orie and with other celebrities, such as scribers, now constitute 
George Burns, Gracie Allen and 12% of the total net paid 

Walter Winchell. In a _ quotation circulation of 253,227. 
under the first, which pictures him 


before a “mike,” the “Old Maestro” 
says: 


eat ures “Greetings and salutations — all 
youse guys and youse gals! This is 


the Old Maestro, Ben Bernie, back 
in town again—and glad that I am, 
so ’elp me! It’s a bit of a real 
treat to renew old acquaintances 
with many old friends, including 
Zip. I feel a poem coming on. : 
‘Wherever you go-—-on every lip—|] sparks fly. Rapid Copy 


® ® |hear them sing the praise of Zip!’” N a s ates via 
found only in ADVERTISING AGE include | Service inaugurates new 


a : ; 
Shows Versatility service standards, business 


Nose to grindstone makes 


| Another quotation, under a picture fe 4 eg whiek: 
;}of Walter Winchell and Ben Bernie grows, customers stick. 


‘together, states: Perfect formula! Try 
| “Doesn't Mrs. Winchell’s — boy, id if! 
Walter, look sweet? He isn’t smil- | Rapid yourself: 


|ing—them’s ‘gas’ pains! Switch to/| 
Ph ¥ R ‘ f L, W I, Zip, Walter, and get rid of them! ° 
Once you use Zip you'll probably 

otograp Ic evicw Oo t 4 ee |want to give Charlie Austin a big 
bouquet of orchids for such sweet PHOTOSTATS 
gasoline at so low a price, so ‘elp 
me!” | a 


Information for Advertisers | ‘The day after the Zip copy ap-| 


| 


‘peared, the Old Maestro’s smiling | 
face again graced the advertising | KAPID COPY SERVICE 
beng of local newspapers. This | - 
=e s : . 
time, however, the headlines quoted (Vanderbilt 3-3680 
Voice of the Advertiser ‘him as saying: “Lend Me Yo’ Ears New Yor; lh Genelia 
Pike =. Pel = bg ene Cleveland: Main 9335 
Are the Besta—So ’elp Me. was 
: tat 13-4 
m another of the Simons - Michelson Chicago | te" neg 
Earnings of Advertisers Company accounts. ceaabia 
| Other celebrities that have ap- 
|peared in Zip copy inelude Bebe 
| Daniels, Lupe Velez, George Raft, 


® |Ben Lyon, Ted Lewis, Thurston, 
G @ t t I n 3 Pe r Ss @) n a | Olsen & Johnson and Guy Lombardo. 


Frank Young Joins 
“Pictorial Review” 
R @) u g h F r '@) @) f Ss Frank O. Young, who has been 


vice-president of the Riddle & Young 
Company, publishers’ representative, 
since 1931, has resigned to join the 
New York sales staff of Pictorial Re- 
view. 

James M. Riddle, president of the 
company, has announced that the 
name of the organization will be 
changed to the James M. Riddle Com- 
pany, its former style. A new man- 
ager for the New York office will be 


No wonder individual subscribers named shorty 


Evans Joins | Vogt 


R. S. Evans, for six years on 


renew at the rate of more than eS a ee 


| York manager of Vogt Processes, 


Inc., Louisville, Ky. John E. Slaugh- 
ter, Jr., former New England repre- 
sentative for Brown and Williamson, 

per cen . will be associated with Mr. Evans. 
Harold Weil Dies _— 
| Harold D. Weil, 26 years old, re- p Deman 
| cently appointed editor of the adver- se to ave 
habe ie = spon 
| tising column of Chicago Journal of haigl <4 Dublishers of BUILDING 
| Commerce, died last week. Mr. Weil 


| was formerly with the McCormick- B U | iL. 
| ? —_inous?t 


Armstrong Press, Wichita. 
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dvertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


now publishes more 
information about 
advertising than 
any other advertis- 
ing publication in 
America 


MEMBER A. B. C. 
MEMBER A. B. P. 
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OADCAST REVIEW OF THE 


ONE MONTH'S VACATION IN FORTY-SIX FOR “CLARA, LU 'N’ EM” 


MAN - HOURS 


Sixty-three people worked 53,352 
man-hours on the final set of tables 
(10,000,000 tally marks) to provide 


JUST BEFORE THE STEAK BURNED 


complete listener information for 

NBC; 386 field workers in 209 cities 
Starting in January, 1931, over 13 stations of the NBC-WJZ network, these girls, Clara’ (Louise Starkey), “Lu” (Isobel obtained information covering the 
Carothers) and “Em” (Helen King) have sold Super Suds for Colgate-Palmolive-Peet Company for forty-six months. Time out home activities and radio listening 
from neighborhood gossiping was taken only once in that time when they deserted the NBC microphone for a month's vacation. habits of families in every income 
Colgate-Palmolive-Peet now use 41 stations of the NBC-WEAF network, 10:15 to 10:30 a. m. (EST), Mondays to Fridays inclusive. group. 


“YES, | HEARD YOUR PROGRAM” 


The above modern young guardian of the family’s exchequer blushingly admits 
that she listens to radio programs! And, incidentally, her sex averages 5.8 
gallons of gas to the purchase as against the weaker sex’s 5.6 average. NBC's 
new Dealer Survey reveals that 61% of nationwide gasolene dealers interviewed 
said that customers talk most often about RADIO when buying their products. 


The pretty little housewife at the left has finally torn herself away from the radio 
long enough to visit the grocer and finds out that two cannot live as cheaply as one. 
If grocers could choose only ONE medium (so the NBC Dealer Survey points 
out), 62% of them would vote for RADIO; 14% for the next preferred medium. 


pete) 
- “gal 


et — al ti et eT 


RCA Building, central unit of Radio City, contains 
the" Broadcasting Headquarters’ of NBC. This home 
of technical excellence houses the largest, best 


AIR CASTLE IT TAKES A LOT OF SCENTS TO RUN A DRUG-STORE 


The smile on the druggist’s face is due to the fact that the young lady prefers the more costly scent. 
That's all right with him! NBC is smiling as a result of its Dealer Survvey—80% of nationwide druggists in- 
terviewed said that if they “had the power to choose and plana national advertising campaign for a brand 
equipped, most modern broadcasting plant ever built. to sell at regular prices” they would choose RADIO. Only 31% preferred the next most popular medium. 


( Advertisement) 


MONTH 


NBC CLIENTS 
BENEFIT BY 
FHA PROGRAN 


New York, November 3.—The Fy, 
eral Housing Administration is deve’. 
oping the biggest potential marke 
since the boom days of 1929 for man 
facturers and retailers of heating a; 
plumbing equipment, roofing, pain 
electrical appliances, cement, hay 
ware, furniture, and allied trades ; 
the building industry. 

Loans are increasing at the stead 
rate of 40% per day over corresponj. 
ing days last week and indications ay, 
that the operation will exceed the mos 
optimistic expectations. Thirty-five per. 
cent of banks and lending institution; 
have accepted contracts to handle this 
type of business. By the end of 193) 
it is expected $1,500,000,000 wil! hay 
been loaned for modernization and y. 
pair purposes. 

The American Radiator and Stan. 
ard Sanitary Corporation has receive; 
over 3,000 applications for loans. Abou 
seventy-five percent of these are x. 
ceptable. Applications for loans shoy 
an increase of 50° each week over 
the previous week. 


NBC Network Used 


American Radiator’s radio advertis. 
ing is carried over the NBC-WEA? 
network on Sunday evenings, from 7:5 
to 7:45 P.M. (E.S.T.) Johns-Manvill 
Corporation advertises on 30 NB 
WEAF network stations on Saturday 
nights, from 7:45 to 8 P.M. (E.S.T. 
with an additional rebroadcast to § 
western stations, from 12 to 12:15 mid- 
night (E.S.T). Last year’s NBC adver- 
tising developed 30,000 inquiries which 
were turned over to dealers. 

These two leading advertisers be- 
lieve in striking with radio while the 
iron is hot. NBC advertising offers aler' 
building and allied industries the keys 
to “gold-mine” markets — 2,000 con- 
munities that have already organizei 
their local Better Housing campaigns 
and an additional 3,000 that will have 
done so by Thanksgiving Day. 


or ” 

‘*Broadcast Merchandising 

Appears in New Format 
NBC’s much-talked-about public 
tion, “Broadcast Merchandising”, 4) 
peared in new clothes for the October 
issue. The revamped format gives It4 
more striking appearance. The Iss 
contained stories by Robert W. Griggs 
advertising manager, Standard Bran¢s 


Inc.; Betty Moore, Benjamin Moore *J 


‘Company, and a reproduction of Br 
tol-Myers’ dual-product (Sal Hepat 
and Ipana) Radio City display. 


‘‘Butcher, Baker, 
Candlestick-Maker”’ 


NBC has gone behind grocers’ 3! 
druggists’ counters, has stood by &* 
pumps to touch the pulse of dealer op” 
ion as to what they think of the relat 
effectiveness of certain forms of adve™ 
tising. For the first time, through # 
nationwide survey conducted by T 
Psychological Corporation in 26 “#4: 
“B”, and “C” cities and towns, neal 
two thousand druggists, grocers 4" 
gasoline dealers have been made ~ 
clearing house measuring stick throug" 
which the advertising influences ™ 
consumers are registered. 

NBC asked The Psychological Cor 
poration to make a_ correspondll 
study in March, 1933. Over @ Ye 
later, in August, 1934, the identic® 
sound, free-from-bias methods We" 
again employed and the results showe 
an overwhelming belief in the supe” 
ority of radio advertising when bidding 
for dealer preference! Within 4 -* 
days NBC’s Dealer Survey will ‘ 
ready. A request on your letterhe4 
brings a copy to your desk. 
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OPENING GUN IN DRIVE ON NEW FIELD 
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| mportant ...Very important 
... to doctors and all 
the mothers of little babies 
in America 


es 
ie 
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Homogenized FOODS FOR BABIES 


Libby, McNeill & Libby announced its invasion of the baby food 

field with this spread in the Nov. 3 issue of the "Saturday Evening 

Post.’ There are six items in the new line, three vegetable combina- 

tions; one fruit; one cereal; and one soup. A distinctive feature is 

that each of the items is not a single product, but a ‘formulated 
combination" of foods. 


"ff TRUCKS AND POSTERS CARRY SAME DISPLAY 


Taylor's, Cleveland department store, is using 100 24-sheets like this 
fo announce its new store. The design is a replica of that painted 
on the store's 30 delivery trucks. 


One of the typical entries in the drug store window display contest 

‘onducted by Fawcett Women's Group and built around reproduc- 

ons of the five publications in the group. The contest has just 
closed, and winners will be announced shortly. 


HOTPOINT USES DIRECT COLOR PHOTOGRAPHY ON OUTDOOR DISPLAYS ‘> = " 


DEALERS 


IMPRINT IN THIS SPACE 
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Edison General Electric og ge ery | developed this 24-sheet, the illustration on which is from 
y, for use by dea 


direct color photograp 


AIDS CAR OWNERS 


@ If you have a hot water heater on your car— 
@ If you intend to buy a hot water heater — 


@ Here's how you can make it give you heat in only 
one minute after you start the motor—no waiting til! 
the engine “warms up”. 


® And, plenty of heat—enough to maintain 70° com- 
fort in bitter, sub-zero weather! 


Bath these sensational meanite come 


MOWARD CRAWFORD CO 
6008 Hamsttion Ave Dateoit, Meh 


Advertisement for the Crawford 
steam heat unit which appears in 
current issues of "The Literary 


Digest" and "Time." 


(Story on 
Page 20.) 


This Palmolive grocery floor dis- 

play serves two purposes—it aids 

the’sale of soap and focuses atten- 

tion on the Palmolive radio 
program. 


ers and utilities during the pre-Christmas selling rush. 


88 MAGAZINES TO CARRY THIS ADVERTISEMENT 4 
Beech-Nut |e 


| show! 


Lad-i-e-+ and Gentlemen! 

Beech.Nat presents... 
we uaterns pertormance 
that will give the most paded 
; ew thrill! Here's 


fae 


“ é “ ~¥ 4. 4 ; ; " . : : 
Full-page copy for Beech-Nut gum, which will appear in the Decem- 
ber issues of 88 national magazines. (Story on Page 30.) 


PACKAGES FOR TEA SERVE TWO PURPOSES 


Sands, Taylor & Wood Company, Boston, is now packing its King 
Arthur tea in Libbey "Safedge’ tumblers, which, when emptied, 
serve a useful purpose in the home. The tea is vacuum packed. 


‘ he eH Py ty Eat ee RS a le a Fa «1 eee, oon kw | ee 
a oP a ae ae ee oe ae TDR TE nee ok ee, I eee EE RE sia as RP Sr an Me 
ae ipa ee 
aS ; 
ee ee 
J = @ 
| a : ; 
- 
| | c er 
| * ’ £ ; i os 
| ¥. re i 
; ’ : ° A 
| oe 
ae ~ «®e - a : 
ke i 4 4: oe ’ 
+ Yao 
ey te J { 
ee S , ie 
3 Pr 3 ‘cd AF 
: f eb bia 
_-—-——asensnapeepattanteseaeeesinasitareereentimesitiaaliiaiaiaaaiiea ae j 4 “i Che ty 
me ne - sneireitagmemaaes Ea ‘ 
és 7" . 
ee AAD.) FF a 
i. } med fee. bs eer (S774 ; . a 
“ j ig: Bas ee es | og ie = . 
~~ : : 3 4 ; : ’ . D 22 ee d : , 
ee: ie. a) .* : “ — ~ q om: 
pre | , —_— 
‘ “2 4 ‘ ’ : 
Sh AI og cae PS . 
“Eo | &3 Po, $ fi ee 
. » ty oe #. if j ; a “ees 
# - wt A & P % ° ej} Rs) ee Y 
or, Fra ae we Be 2s) | Se . a 3 ae 
‘ r, oy a rer. 
eae) | ‘ > . - 7 a he 
NN  _ ~Jleam Heal = steals the | a. 
ea ols he ST Be ee eet SS ga ‘ f = eK ae sat 
1. on F ge aw + \ } fi = wae ers | 
. , hk ee ee j be Bs =i ¢ i 
: | | , il ° ) : me * ie 
C- A; = ea Meee 
| g “ fA ak slaxy of Ravors ,. \ Or = hare 
Re te io gem, treet drops and aats = Y pe. i} 
Y Follow the crowd aad tales a. ? j . See Bs, 
the big parade. Seep tig on see ta 
: : yas + PET ORES NAG Ty WES ia Aa 
see os ty B * ise y re % Mt: “ hy * a wy, fa > o be foe. 3 “aie 
ob ys CA ee ee 9 y Ey ah OOS na 34 “ae Pay = ae ie 
"Tey ' h CA) . fe " ia ‘ Psy RY . > aa ' #. of + gaia ae 
Dea ON  aAR rs ley We aly PRO ee dC, ——* 
oll Sy Raaae Sia ERT HS DY) SIRO Poe ENE H/ . 
aie Steen ea. a anal ACP YE Snore ie 
ee BW Ne Oso eee a ne ea 
Bi me: ae 5 ‘ SS . AVE Ah tbigee te — wa, BS T' Fc ty N ‘ i; - ik 
) Pe a *. . po yo Tes vvon yew changes tt water heater bone et we were f a, a ys oo" ut ~~ ae =a risa gy o 
la ae = ee Ba ee i A J ; ford Que ener chen ake teal ‘ Sill 17 em > N { i by A ‘= B® ney a Gum = ee 
Leen trast ~ Py cimeng KF q B bs . £9 ee” PEPSIN GUM Mate 4 ; ae 
» 8 ‘ = . 5 te Cometord Quick Steane Unit dues 4 agit ; Fa 3 pe, se 4 Pei. 3 
” POR LS RT RM RL “ Seka cprtomeenmaees 16; ahh! _ - CS Z a - 
id : Wimmer. ata ae j Mecho deh stn ne TWO TYPES FoR ALL CARS \ er i» & ry Mae! — 
ICN >} . ‘ i Se sme eure than bet water “ o o Ee . ee Lae Paes es 
: HA E ‘ Sit ' = Tiere ave re gale eaten the OT gaged ONLY “ MH _ “a ie) . e 2 ie se ae 
J mm "AVE YOU SEEN Oa fein sams eq?” aS 95 ae! 5 HIE _! mah, ah ae . Sena 
be- # | bee ee i, i bo ‘doula ee th te Gully quarautecsd for months’ — seated Powe : "A BE a¢ Pat (A ‘ f = . fr wis 4 oS fe iS 
2 < Pee ne. ‘~ : go . ,. cow aoe mer bee pie atk Bitte we cam rf . ~ feet qv . = - Se er hates 
the ie 7 ee $ ff P ee Ben's endure vrwther winter with &> ON Ae <b. - as 4 et } gt? te 4 ‘ia me 
ert } > A ‘ ™ oR eT fat wa ti ae lnventiqate thie . Raya lay H / PP 7 A ie” i 
5 | PFANMVIL NWLE ace” ee Df, Herne ONS fi c Pace 
7 le 4 | Yet >. i Al seriptive eiswutar om: Bie H ; 3 ij iX « < “ A i a ees) a 
* \ of ee {AN ee | 4 + hy “hr t, 4 | sss) oe 7 Fad a. 
sol e a ff = : 3 jbl, : $ , ad , :. ye *y . YH “Eva es. P a Bi = 
an of": : g 4 fl a Ax SS... >. : 4 , ae ct 
>" i 04.8 a 4 ° vee ¢ £ ‘ 7 el I ( Al - fats 7 Beers 
: 2 J 9 moh A~ 4 Agee Py Vi d= aS oe pee ee A bet? x 1 ae OD: : iis 
se ao NX ECE STEAM UNIT or ne wy © tt SVG gin é s 
a ES A SE ESE Se Ee SETS - oe x : . > » ee 
—- | ‘ead mee es iy! la ait Aa Crs 
re A ye ES ere a og 0 ra ing ee me Ce. eee a ———— \ \ “ae a ® eT) rye 8. ws +‘ a 
j +4 ; eee f ; BR Se 5 aan Sweet Fa SS \j f \ y ? ” a 72) 7 Z E ‘ 
| i 4 i” Z q 7 { j ; C ‘ 3 cat 
*() 5 eae ‘ ie e | ‘a ie , ins ‘eae ee 
‘Sal eee FF 2 Reh ee So Rees é Pa | \ - } 4 m & wou XG a \ a%-" ‘ cy 
— ie ee ? 
ap- = ow Ne ~ oe , * ; ag 
e Lip Dae hes, er a 
Is elie At WV \ te «- ~ pn, we eel). ch aMlila 
ita - co A aa’ “ae” KX os in: Sage oe 
ee Be 
: a — re ae 
nds on “ies. am 
e & ie ee 5 oe a 
rel hc he + ee es 
‘oll ~~ FAWCETT DISPLAY CONTEST STIRS INTEREST PAI MOLIVE ‘oa 
_ > a 
Ee | : a = i a 
oe . A : ; | i —— ar | ~ iene 
eas os ARS eee er. eID, | vy. a ee ot ae sits  * /f ! pity: ne 
a. ee RATER BS F448 as % VAR BA. y/ — i ee eee ae Sak 
} _-.. ao ee A oe ee i= — y | , * 
‘ae eign oe oa wl. A ef _- = : ss, ay 
ani es , ie |) ——_ it~ ! ut ar ; a Ge See et: ee 7 
' Lo ‘Oe on ° a 9 | Se ne a hea we 
om hoe — ee = _ fe por ay a a 
ypiz- ew ~ F ~C) 2 Yee Fg am the PAi Mon rng ; : mee ae aa 
iver" SopIAC C ae r NVudena a NN VY PeesDay wsase : cere ae, ae ma St ent en oe ee 
“¢ Chey ¥ oe - +. oa aaaicatr bk em : $M Me be - fz ar z ee a ae 
ph ome ye — ON - ren "a ij i Arthot i ae be Arther ee a att 
The 4 O " - - nes wn — w ear agian of pe Sey = : ; a, a ve 4 ; + Pe ge5 ed ee aS od 
‘pega | a A 6 ‘heen ¥ ; >: €§©6=—h ye ’ ¥ ra Bed 13 ae 
“a | Werner calies AL! ae EE aT { RS ae ae eer a8 “eae, 
“ox _ feenet™ Ee i a ri ; F turtensiy® i ; re 0 a ped : casas - "i eh Saar 
sal) ll Ry : sm i Se ‘ THE PRamABORA a wf Ms a T A he TE ‘) A O ey ee a 
icneys a 0 J @ Qe rae orc ee ~~ Sgt . i ae: y —: 
anc neys } at. . oA + uC ey pksias a Ke iaaaera, : ‘ eo > °: 3 — ae ee — 
2 the — Help See ; - % te On ccna ‘ ; gy - > aan er : > eae. 4 Se 4 eer = Ed 
Ses zed Help| : ; ++, LG Mr of ques a Ay thet Fie A;thet és oe 
oug® ; snore Sosoer QJ = we et aS ; , = We Cee ote F Bs “a r Ny a 
si = y : > en , eld J 7 : ; uot Pd a 2 i, By ‘ 7 > ‘ 7 Pi ‘ a, q ae fei he + 
es 4 Sleep ‘ c= r e 7 } Yet poe f 7 ee SOR At —— ee : = . Pe, ‘asa * PA ll oe 
t eae 1~ine AS re —.¢ 2 aie ‘ aed ~ ee, me. A at aaa 
a he : : ¥ we voce eh ae ON . oe es ie . . oe a ee ees my eeycih 
1ding ny : tf .* a . = ra aye ™ ~ . a gs. os ~ ® fl . > a 7 er tee a 
: we = al i ee ie _ . Pe Se. _~_ goes 
yea ay —- 7 ome © Fe ee wo a & eae ol a ee 6S ihe pr tes 
4 x. i. .= = = a .-. wee ee 1% : se 33 Peek 
tic ; . 2 Bar - 3 a Fj ~ ~ ; Pita —— < : a i wee ne fase“ as. 
wer? | 2) ae Bs ee GAZ = | ee ee —_— = > a 
peri- —s | - oe jae es eee ale ies ; whan : 
iding ae —— oe 
few s Ag pact 
1 be aie 
head io ee 
— 2 
ees 
Bt a 
Si | USER ee 
ee St I 
ree sie |  & 
Sat Behl tS 7 le (SR pital aaa Eos 8 Se eee Pen te gk ee ES A Seo hae Var eee 5 age Ney aes 2 Bee vy rk Se age NN Mee eee i bag eater aa ae % : D1 See = faiearee sete fi 
ia a yh gs ie ee ge ee le a aes eo eT i ee 
or Bi bea Aas Soe 8 Oo Sere A SO apenas Meee ree aD a de cen AY RAMEE Ome Ta ene age SN Selgin) go kel eS a ON al, PR ir i tee a Magee SAME eR ch fy 8 7 ks A ae Wi Oe es Boi Diep Mie em a4 eR 
EE BEFORE Oe YEOH) ee PTT D i eo Sa oa i ec Se ie ee jae 


FiSeS 40 ANVERTISING AGE Novemb>r 3, 1934 


r ~ ene ~ 
Y E — oo 


* 


‘Short Short Story 


ry 


oe 


a 
. 


ESQuir 


eyo ar. 


A 
+ 


‘= 


i 
re 


indication 


— 2 ». ee i he eg it eo, ae er or ees ee Oe ee ee ee ete | et a Es, Oe ee og | PS eT Sy ee ee ea ee ee Te ee ee ee oe ees eee ee, oe ee ee gee Ree Oe eee ES a eee Se Pu Oe, 4 a hgh. = 
- £ Epes s ‘ to Ae fae aro 7” gee i eee 5 , te ery os Sa : = Pa ™ Pate aR io bt pat BP ies See sok Co ee wet $ oa tS hy Sood. ae ee Fen noe Pee? Wate ges thee Baer aoe Fit ge eRe 
eee ass Wi cae iy scares ‘ 4 og ua sy iS aa vy ry male, rad . i gh is. . PEP By ase: cae he ae eae ae Cee range, Dy Me SM irda’ Senet bt et SS no eee yl Dini ~ ted 

ee, ai ied ote MT Td a ee ee, See iar oe Bh ah ty 7 Ye a an Wend» “ ote ts i Jusart F Ure : ‘ ‘ a 4 Tat gh ana t i es Naira . ts Pil Peer pas oes epee ear 

ONL oh SEO WN PT gee i Te a aa ea ae cy ef a ae Cae cai ee ie eopat iS nee Te ; 

5 Reem 
_ <i 
Ce ag 5 : 
ae. f - e - . Pend ’ . ye e air ide 7 3 L. ii ae * = _ a = as 2 ; = ‘ EC nfs 

eee honey: eee oe ae ‘ ee Ee. eee ae ws oO Seas noe Cee QB Rae a Fax bw! 43 ee : aL se ie Pte unis 2: Soo nae i gf 
oie Ras? ot ee : OS cP ee ee es te Sets ake | ‘eay te jes é 2 ; ete. \F. aes. ae sidan ai ee alee Ee 
y “+ ae eae ‘ =. BoM. 3s, t a a en -a  e ents Bes a & oe ike ; a a efpncarg eh ai ieee pate. . 

wee =e ; apr en Sakee er ta ome eS ot Be iene = Cet owed ‘Sey a cg = og 2 Enqye se at ena as ae ‘vee 

PO < - ba fi cay 2 a e Le see nee) coacad eet baie ate i mi By): FN — it Ed or nae ‘ ere - a¢ jane = ake : *, 

i Fs La S- : 1 deat a ie GE pe AI aie wit eae 92, i: I ee ae ee) cee : 

: s ee : ee 2 . ARES OE Te, ae oy Atta a os 
a ‘ oF * Pe wl a a : — are “I< ae ee 7, ee 

: . os — 5 : : Fae i tel Fare 
; : ‘ Bie ae 1 3 : y oc as Rea e ieee " 
2 I se 4 ; rz ie i peer “f 
5 " a ‘ Y 
f 4 “a b z : ; 

Fe es ae ; TA 

. é ; : rf F Vi 

’ ¥ > * : af 
a ie ees es Ascii sem: j eerie n ee a eA ' , = i 
ck be Sere : ‘outa Rey eel ratte GE IP * : pC my Neen — 2 * es ’ by ee y ws yew Sn ta 
Fe, ci ee ei sie | Saiealiae f aap eit aan «Taurens re a aie! 1, Sap aga ‘ais a a pine 4 

See Re a rt. er a ah Ut "Lt «so Neill oS (ose Tae 8 ‘ oe ere Sale tig : rg ati Det 2 
ene Pe pee ee ae gies" oe Rept ca cae Tee: Steet PE é o_o eRe i ‘ “teat ae “* Sees: RE Lie a 

Oe ime tie Sih bote « r aes ae ane ne Cah ie ees pea Sa, er aig Ah a oF = 4 = 2. eo e Sree ed 
Mra’ oes u? bah 2) cS itl pit Be te ae ae igs ee hag Soi iy et ae A aires. hs epee a es: é a -< A 
cole acne ae ad ee ee i, zo sh 2 Sh lea sties eel econ ae », — : cae tok. a a % : <= - 

A of ‘re a — ae D haat rat es! ed A cern * Saat Rie Sith see iar a a ee a ; y Pl vt 

a au hae = = ae i ne? ie ae ae EN a : pay ad een Ress ot ee er Soar ae H P ‘ ef te wert io > ee 0 ee i oa Byer in 

ie a a ae che é * _ ae ¥ at ec ee aE i; 7 ie v4 ie. i" 2 rot 5s = 1d at Sa et Tea fey = Spi ae 2h . ie sta, —— od ae eyes ;" : in . = 
iT ae . a So eS re 4 Bt eo, eee ees Soy a Sup: 0. Re ee aut’ i oa Boe Cheb ae } eset! han Beene 2! + * A ial i 7 + MR eS am, a 
(ee “ae fee een Sek igi cae eee ’ a) eye tee Re eee 47 al er. : fe Aye as west a Agama oS Oe P = B... ae 

es (i en as Sea A ke) Se ‘ie. cee is : om es ih eee See : " Sete fs Pa f Boe i gait Pam ant yes ee ea xk at is <u bea a ne Oe ed [ie 
nner P Dies = a * 5a i eis i eo Pe mi ae . eee 6 ae sy i : near fais oe ’ ae Ae ee a z Er ae |” >. > a: 
igiee a ih i Ser x os eR eS OR 5 Ear ue OY st ae i‘ : ss oe ie ; a Delete ‘ern : af Sat a ite, Ny Rak aa Pia = 
YS oe : ii § a : ae roe eee ag ie: Oe Ay iat Aye 4 ane i oe ia ag j et) se ese te a een at Ee? Te ie ee tai! By. By es ae ae 
‘ 7g ere ee a ee ee ee a |) Se. lll. "Seana ies eS a aimee” > 

ey Ey San in ee sue ieee erties he, i hewn “te . eae . i ES OOS SF aay ee ee a eee SY ai FA * Sy oa 

ers, ceeds. ie ae hg oe Be bape lacey bas : £ ie ee S we, ¢ Od ye ship ee en ee Pe aa * 

Fee ee, Le ee neti ae = 7 * "Ese 5 ; as, i a ; Eee E's |” eae oa. (a 

ree ; f é alana cto. ee , hy Mose Pea er oe iat bea oe kieran oie ae ee 

eo aa a * pie Thad a re meee eee) ot F My ae ees s aie a a 
a os ; a ea ic oe = omen i Sn. Rees ta os * eee fs he aa Nae re ee yee a Soe 
> ah ty | ee oe ; Patri eS. ie 5 1a Bye oa aY oe ES re few eee oe 
at f i Ct ee. ant 5 ae a et A ee ene s 1 igh Seas “a : aes. Poe 
ae aS: Spe Yi 7 a — aN * Sa nae nee ; Me j eles et 

dt = - Cae Rese Saar oa gies ore ane er P wt ae ‘gs gums 9h 2° 3 ; gee ee 
bio See hers ts ee Sane a aa Be ma. sa ee 

= : a oh : ae pdt e. 2 ae hy K eo ay cee een ine ee 

: eee ee ‘ * eee i 1 3% ‘AS a te al , pea aia 

Roe ae 4 Fe an ie a ce a sd oe 7 oe ae ol ioe 

, * ee tes & ee seat ooh Ke ; Le =e Pes ie ii eT es oie aes 
— hs iy ‘ i i ae acres 7 : ~ aed ae oe 2 | ea 
7 mee ae cee a ae. he ee ig Lian ae 

og ee i a ne a eit ane ie aes At ae ih RN IE 3 ee ‘eo * 

re : 2 ee tal 5 Ate Ss tee, . rele x = : p " " Foe : na Wes ~ +a i aaa Ga a 

<a ee, ee ee a Fis, re a Fey ce -  aer a 
ae ae bil eet eae i ae i. ks ee re ae a : Se Be peace \ canta sie Jat ee me aon ey aa ce 

ee. ee sgt oY Perens re 4 “7 iam: i ee av auc ts tors ap “Sig ; ipa . dias Dae aa = ae. Bey ee os re Po oo ” 

We ‘haa he Fred Bee gt Se ee a . - ae ce 8 ee ae, yy" . oe er gS iss toe cis a ae oa ited eamee, eA an > Pes Og ye a ee ae ie 
Pay ee MRIS ha. 2 sol a i Se = a, eat eters die: ee eat Nese 80m ites. ‘ es, te Oe ar aay : q : eee ee <i ‘ 
acy. fi Pek bjuidaeiias aan — — 2: See ae [eaten 5 ( ommeani ue ee ae — ee ear raN te ae ; ‘p —— eo 

oe ee Sent ay ros eae mer Re , en ‘ y Ve eg ia. . ni fats Meee ee: ONE ek i ae ater 4 Pie er! n,", oe 9 aa ou? eae gee ae nat a ie fine et. mee 
ees Nee a Pd ule aha LM Eg chadore yet :. © an 0% wie gs See ieee i ee a re se Yo “Ee “agith aes rt. |. ee lisa accel A eee ‘Sau <a ic ae ey 
Re} Y Al Yes vo 2 ae A, See pe nak erty th ave ae ", ae se SS ae tae hae tie ca tee he a; Sect 3,98 MS. poy eames ae ~ - i [aie ‘ 
‘ro Li ae RT oe ele nh ee J es a ew rede ar —_— 
Bett. Mal ud weg eer ‘ i ER eas a asin Sic aie x; Be REPO es eee me ia en ee, Ue cd etl Ab ify eee Se Gee WED Te pn on i a m 
- ; f oe comer iain ee (ee oy. ea RE Ao ins ye 5 Beh AL ee a EP et 3 kN ae aC a ae 0) 
anes ie Pare ee EST es aie : a fie * ee eas te a io; ; es tes =i ee See et fae ee Ot en a gia 9 ae $0) 
9 u : PO a yeas Re. 8 i hers ae zy <i aay ; : Se I ee ee & i toe, Ss : ef 
em Sn CE de ee as cate ae, Fe Hei: i.’ «jr kp a RS pene sats ; Re Ses 5) ce ; ae eta a ee Re ae’ ae we 
ara Te te Drolet hen Ak TR RE ea Bas eee gers Ree aay bi, 9 ape 5s SS op ee La =e aR a oe aks caso Bes a 8 
i ane Paget. a3 ee ie stig aed) ee SO en ae nn ; Ute? fea ae py eee ; eins ne a a ae Be 7 aii 

= g me Jide Seen ey Mae s if pres ae ts Reed es CP eA ges: s Padi nee n k 4 re a do 
1B) & = . 09 (2. Spears an Spas a hn Sa pny Rata DS alae, %, " " a ee ee ee dah Bete 3 ies fs : ee a 
pie ate c 524.0 <r es i a Ae eS , Paes Nadir he wa ok! ic eS ere P ts a tor 
Sau. : ; : ici ar eee, * 2 ia uA bah ik Ne et et rae | a ea ri = i Rois. 

o : ee ie. 5 : iC eal 

7 Yh ss a : a ae 
; wei: 7 : “e aft 

' iy OS eal = : ; 
i sy 2 Zs tio 
y Fa ih ag te ’ ‘ f 7 hi 
: e 1 a Fas + 

£ es ° _ 

os et eee Se : : q : ’ 
ee : _ oP =. ee Ty oh Fy “et th 
Osa: Noe on " 
b ae ere : ti 
a ee aa “s 
he Fale Fe 2 a 3 ero iay tes ‘ 

‘eae, : ae er TRE ee a eae a 7 as oe ee 
ROA oe ae et PAD = Wha PO a Sg ne Sa too a ey ee | oka * i a eg, rs, : eo. , 

Wie es a RE ta tic 7 Eee eee eet J . ; jae a hone ear ye a pee? Bes 2. 2 cei ia i“ 
i. pare ae eg Pi ale AEs ele By oo : Si: QE ae Rep arta A Sn Me Se a wee |. 4 Fae “mi ;, ‘e 
, 2 aie ee , a a” ee oor tae Rae oS ee al he Nae TR 2 eee call a oy me ve 
, ween ‘em Boe on ite ets. i Seiad ag = all ee a = yee on, ee me : > ca : iS 7 eee 
se ee a aa ieee Cala lia un —- Oe AR ee Sy ae fi Sy hs ! 
iy ? was Pg oes int et ee 2. E ee Ch elas ite Wea e? gs ian: Ee Eee ase Saree ey ee ae 
isn ae ; ee  . . ae a Sea Bly ree ny es gl ce =a Ase 4 aiaE OAR ee he ; Ce se eee a i ee ae yi 
St. de oe es oe Ft ae ee DOL) ey os oe rue Ef TS 3 Ss el oe ea ae met Fes ead ea ties ie ae EG. Re Nags mee sin 
rail =n Ca BE n- ae — ae oe gut a eee Bie Bers OMEN ee soy AS ih ene tae : bei os ; f = eee | ee, lila eal 
el i a. ae eee or eee ee ee ee P Ba ou, lea «ta a ‘ dpe? ae atehis a ‘a ee ee as ge} 
artes * Ge : an or ys he | i : 
- my -# ue _—— fe j 
“ : a as a a td 
a : ; : es: <n a a tlo 
* 7 mes > en 2 Be: F 
7 . = - Gia : / oe 1a 
ae : oie hy ee ; ms sig 
Sa ee cake ; . 7 = r° ‘ mes - : ; pai 
2 Ie rae ae a ORE eta : a neta = ey ae, $ it Pe , 1% < j ER ’ 

: aes Pepin sete het. mae 8 PS ihe ae i} ae oe ree ee. = Oe Rs OST tk, ae) i ane ee, reer et Beech) ee Nee tah Sg acer eee na 2 eq 
RCS at ae SE Nat tna a ROE, sa a SA MRS Mae “a niece ey Oe Peres ae a 0 eRe ho is, see 3 ee ie ge me, Pe ee Re ee 5 : 
Wits open Se ae he ae ae Beas esterase its ea Se Gas, SOMMM eects Vat tts eee eee eee Pee ¢ ime : Es os. Sicrares i oc, i ea - pelea f Ze er Sag * 

TIE cg vein seagate ee feet See ieee Saag a a ae a ee Ce i hee te ae Pe a a eel eae Smee” ge Be iio PE es er 
Meee Tian on Sat Sean atone CR UMS eS) Mec Mee eee aan les sea eee ere: Pe Peegae Sree) hc ae aise cies Goes." | iy ite aw 2) 2 = CAA iain A ik pe 
ae. Sea bit NS cel ett ea ee fae ees et ee Bias EWE So. pis ciel RI A: Sai OO ae ee Ge ei eee, 8 cay 

a ai Soe Re eg 5 ino «ee ae ie Mee RR tS) Eo : pbs ranaet e ae wt lata ‘cial ace Soren. : Een ee: Pom Pe eee) “LE Oegeeeang ie ee ar 
=i * er ee it y a Sy ee eed ce ame a i satel cis Cate Ce rr So <a is aeons BES faa oS Be SI ae oe a aoe PSOE Wes one ees Se Br th 

% = SS a a ee eee SO ; ere” p= wf ieee «ache ae Ro a ee i 7 via. ogee <p ae al Ree en -yial . 
Ser sll Ns i + ae Seon r= 0g ES Paine AP ali = a cans eee Rel REE gc er Z - ‘ a ee POD aes Oy ee Peay Se katana :. \ 
! erst ee eae i sinc a le a seed bs ya 1h, tial cag 2 er Ms eed Pe ee ke es 7 er deise% ae ea th 
is BS cP os ip aes niin fs ne Peet 4a Oe, Ei Re Se pa i th a eae a Se re u 
‘ : Bs hego te AC Meads 5! Blain ae W sda eed 1a oy ae “t » 
oe : Cee oe : ; Jae, Pee * aagsemnen os CORRS ee Rig ae ; ‘ > - * = : ro OE m 
Re as YS . oe eee) ee ee ee) a oe ty Sis ee PS noe ee te = Naan. + ee : ; 7 7 ; a Ryda Tae oie ee ; 

ec oo eG Ss 7 ee Reeioeile  paig | a =, ae : hy Ras i. ris patie Sot ss 3 a ae Xo oe ere iad : : potees! | ae p 
wae A oo eo ay ee area: “| eee f= yee eee SS Toa aaa ees 7” oe eee oe on ce ie oa ae eee setae a we a ae % se 
ae en ; Pace de " ; 5 ae mn 4 2 ee : ~ a rae yee o. 
ae ee Ss pale os Ms Ss tee 4 : " Jae 4 ys 

Si shea 9 Be ry ae ae a a 
ie aie : ee F Petia mH a " 
ey na = aed i meet: Ss the 

“ ia ne sak Gras oe rey ay 
, * # re pik RRP sao a Aa cae ere 
; LS cd ae as + a ; soe ails tn Bar oe ar >) in 
ais ae peas e a , See, caer re < a5: ‘a = J nai al eee Toe F z fie ie: a ! 
tg ar R ‘ y Rare Ete a Pasar a ee aie ry ee 4 - : ‘3 ae 3 f 4 z 1 Rere 4 <2 7 
_- a a We oe ee Age Sy thi he ibaa eee ee pe ae i ; “a ‘ee : 3 ae: ne 
agit oa ca = alan Vee. Gag ee eR Se eet hae re aa 5, oo ci ee ‘ie he eas a F = he a Sait) a ee age le me : es , me 
eee foe Bi at Ne. Ee aoe % poaeer! Jae pela ee ee ae ess oe phe ot , = Jan : we “ag A Sr at ae ee ‘a sidan ya) Rares oe ie “age ae Lee T 
PS | ae Lis Seer ae 4 SS 7S ee eee eee ie sc Ale AS ; ‘ ike 5 As ae ee” Sh 2 ees Me a, sy Ee see ike ot in| ee: OA 1 Pee: o eae 
a ¥ Oa c Sere SoS A fe ae ee 5 Ce Ee ae ee i |, era. fall ? ee eh DG eee — i ar < eae a ag aes oe 
ene oe a | Moe eee mm ce ear aera eee ae ae a ae es Bet oi, sid ee Re tte oe a Sates oa : iyo? wee ee ee de 
tee ah « ieee . pee 8 Miah 8 DAN ae Ti. Cea cece ie dae, |e PES Seed Te ER ot ae eR i ri 4 ae ee i Be og at a Wh al deat Sma af ass Visgeasaneer | 
Spree se eat z ie ss aed see a a ey Wii ene Orage sae . Po o8 1 li ean sen ‘ oe ANG ypc ne at Sees ie “ie Pore, eee 
: ey y mee Seas eae 5 Sef pO eae ee ane Ba A et cea ; eae tat a eRe Vag a wae a abbey ba ii eat CO VT ge ean ee % str 
ce OR kay e wee re he ati: ae “idl Fi ie et ae Seek = aca = at = (ee eS ce Be = — . 
: a ‘tale (aaa <i 2 : a , ao ae ae 3 eae Ng. ae je ee. . Big : Pion eek ce ier aa $ ie be 

| a . = fF ee eee ae en a oe a. a ta 

i Be re om sf Vet oe Sher : : , = ete ire : i 

+4 Bei iia ’ ; ory i . 3 % Z ‘ 
ei Mi ei ee: buat! ep ae : ais q ae lol 
es - 6) 4 a _: w ana . a ae 

: ence Pate oon Howe : ea oe ie 

fy 7 £ 4 ‘sg i es 
; ; : ys a : saith > Ue 
t5 7 : ae : a Si OW > ie: 
a o : j , . ne ae — 
a b . a ry ’ F : 7 ¥ ° ‘ ; 
“ aA Mie Bs ya 2 : Sites . : ce op a = 7 0: : ° . ’ 

| ee Re fo" 2 MUM tee ag a woe ah Rid Nem tkehe Sete e es: e : : ae Bakes ote 2a a? ese ae? ae 7 

: Tye By on 7 cg aN een sete ROE 5p yas OR ee oak) sh Bok ocean ees i ee y ee Hi oe Nie’? 3 ee tas 

: en ie eee ees a tia. iat he EA: ae ean ee me ea ee Es Pome me ta fs mm & yy 
a 2 a MEM eee ie = Pee eS, = ae a ee see ie aa " eee 2s eae ae Veer. f an NV 
a oe en Mee i cungtas pe 2 eee es 8 gs Many Bers Se Selah sake sbel gain i a ee ee Coal ea eal es 7 ae 2g ae 

ee: ’ Sc ROCe riven rt en | rae 66 rat a ete “As Oe Be AO ht aaa ee Se ae es ied, fe ages oe ae 4 - a in 

See Migs = ees Eee, Bc ae ate ey aes een ae age Oe ae ee aa. ae = re 2 ake eS ae Be. 2 as ~ an 2 ! 

pos Mer OS Bes lel ae sal us Si aieaaee eae a” es yy Pea van Bios a ad — ee Cae eee Be ie aire, al a an es 
. Dea are ced. - ARNE es ee Ro a ie a he Tl Ms eee eee Bee pla 

; Peas ote: a eS a ee a i eee ae” i ae ° 

es Cee? ee eS ee ee ee eee ee fo a ee a i: 1s Tae - gS: end oe ae IES oo, ene slice 

7g bes fe a - nis ( Ceemme 2o cs". eter ae i: all SS eer . ee eal a. a ee eg me Bek a L ie e 2S j ee ee aa Pp 
vo eS aa aes - MENS, | URI era ei ree 6“ a Eh ae bi ky ei ea CES i - : - ‘oes ; : 20 ee 

ee ee a eee eee i eee eee. -_ ee Re ae iin 

at <i 4a ila ia Behe al eee . ae ae e cee | eet <font nee me 
a= sae ——— i ae Ce. a 
gaan Bite i evi Pn : ih Ss a Co) 
Mas a gat ty a : . : — ; 
ar, ane aes ee Dee ch : si 

; aa 8 Wea : a oe eae : ey r 

A: ae ete an Pe, “eat ¢ mh ees 
7 Di ae ae 7 S\N Sree ac = alge e = ls 

4 ae ; ‘ , ee ae a ' : oe: Sat amtegee : : =i me 
= < os 2 f a) a bell 
g cae é 3 " i. Paes ery ee aery ee, ae ae _ ‘ pire tery eras 
f a erg ns hee eed eee ee ee) eee Si UM 5, haa er —_ fas |). a 137; 
me abe h Ea So Big toe Sy ae nL : ay, of 2 a 7 ee S % ss " x ) kaa ci} 
: 7 c, eae i Mee Be ee [Ali gs A ote ia tal 
; ee ee wef and ee ; ple 
" 
: ‘4 No) 
; 1 tw 
7 
: : : : rs per 
: 7 . ; . a i 
. = ; > ; Su 
gon E 
eer a e]] 
aN Ale 7 : ; ton 
hee ee Nae Bont f - 2 
a oles Se. Bi Rips 439 ‘ ag : \ 
inh apna a ef: = Rie pe pie = a 
7 a Pigeons cea aie a ie Same rete 3a < 
rs 7 eis Oa , ie ie Oe Tae sae a Pe) 
sf ‘i en r 
2 f 
cs os ~ wi 
. a 
J ; zI 
i. Be - he Ae Weg ; i rm 
oh _ ; : aS Be ace Serene se cob uae, 7 7y 7 if } 
_ tad ue eee 7 - - Poe ey a - ay old ae nie Pets 5 ree ' ial * Pica Ae ee sae adt a che 
° Sige Fa vals 36 7) tae a 7 7 Eg 
Bat 4 = a ie li, ful 
i - : eas ‘Mi 
7 ar 
2 » -s peu 
; ; a - ; - Dla 
; the 
7 * 

; r 7 uti 

f- “8 © ° os 

- id rate is) ~ i Rena. ws ae om a hoe 7 is ; ? 

Lena eS ee a : : Rae re es : ae 3 ee a ae a Pe: ely 
eM a tly Ing 
ee hee = 
a lea oe ‘ 
Saige tee 

on eee ¢ 
Eee: te Ay ea 
en Aes, 
ae Ree 

ig hs a 
i Behe 
eee Poh. ajay 
FEE eRe Cty td 
epee ci PEN ned 

Reyes oe as 

St ee Beane 
eee fo te 

Sues ea 
a ett F ua / 
Paes lle oS, ot er nc A ate 9 DR tere oD peste eG aR a Be aa PES EA ics Sea Nee? Sameera. ee Eels. Se gael Sine oth see eee acs ott ss a2,” panes Ome Ae ng Ee ame a oe meer ene 2S ie jules Moe eal Send each nL See, SPaeLTe Wer : ie Soe \idias oe poe Boel 9 eet Mu Sat . Us if i Pepe ee Ce ay ces PM 

‘ irae ita) te ae sgt Tet “ TR eee ee ici, Soe Rel oe ea” biG aires a tee 2 5? SO MCRD LS Ee te ots ay Cee eS Fah st) Oe Vata ene ate tie th cre idee Reaper CBG. seg Beg) Sk ee ee eR ye Se ee A i ie ee ges asta eh. pours jet St Seana bo } oe ei Ge Se ee GR EF Oe > ees 

[S Rae FOROS cites ra pe Ae a! ee es ee ee At ek ee ee inal, Marwan fo en ee is Pg eee Ty BOR TEN 

. ae boy. er ee a Tre pete lig pee 2” SEES aoe Sie ea tn SD ee hee he oe Cael ae acs | | Oe Merumepa er aes iS ee Ea, Same ar re bp Can A ony Cee eee ieee peagis 2 ee eae gO eA aree WG SL ot Stet OS, ote ce I ROME RCS Ged SUT GWESN Deut Gt dct eB or he idee 


ig> 


a nS 


Class & 


dve 


Advertising Age published weekly. 


_ Vi we at aaa d', 


nh 


END 


ndustrial 


ft yY Hhpnr 


section of 


rtising 


This section published with first issue of month. 


Marketi 


wy PUBLIC LIBRARY 


NOVS-x.. 


Age 


tS 


DETROIT 


Vol. 5, No. 44 


NOVEMBER 3, 1934 


In Two Parts—Part 2 


5 Cents a Copy, $1 a Year 


HUBBUB SET UP 


ByOpD COPY OF 


SUPERHEATER 


Draws More Gomment Than 
Any Previous Series 


New York. Nov. 1.—Classical au- 
thors of a generation or two ago, 
some of whom found their pens poor 
weapons against the wolf at the 
door, had the misfortune to be born 
too soon, the current campaign of 
The Superheater Company and its 
affiliate, the Air Preheater Corpora- 
tion indicates. The effectiveness of 
this advertiser's series featuring 
their observations on good business 
principles suggests that if these lit- 
erary men were alive today they 
would find a generous patron in ad- 
vertising. 

The unique copy has been running 
since May issues in five publications 
serving the power plant equipment 
field, and has attracted more atten- 
tion and comment, favorable and un- 
favorable, than anything the com- 
pany has used since beginning power 
equipment advertising in 1920. 


The immediate objective of the 


campaign is to impress buyers with | 


the Worth of quality products and 
the fact that business transactions 
must be profitable to both buyer and 
seller, or, in the long run, both will 
lose, 

or two years prior to the start of 
the campaign, the company had 
greatly curtailed advertising activity 
in this field. On resuming the for- 
mer pace it was the thought of W. 
T. Conlon, manager of the industrial 
department, that there should be a 
strikingly different series to promote 
familiarity with basic Superheater 
policies and to build a background 
for future advertising. 


Required Much Research 


The 


\ 


yy 2one 


idea of enlisting the aid of 
literary giants to reiterate 
in any interesting way the common- 
place that one may be penny wise 
and pound foolish was worked out by 
 T. Coburn, of the service depart- 
ment of the McGraw-Hill Publishing 
Company. And it was not as simple 
as thumbing a Bartlett’s. 

The apt quotations retrieved from 
and uncovered through 
diligent reading were made into com- 
plete advertisements with the addi- 
ton of a likeness of the author and 
Iwo or three short paragraphs of 
pertinent comment by the advertiser. 

The group of authors advising 
Superheater prospects includes Low- 
ell, Montaigne, Foster, Beecher, 


memory 


Col- 
ton and Longfellow. The December 
advertisement, which will conclude 
the series, features the following 
fen. from Ruskin: 


ere is hardly anything in the 


World that some man cannot make 

little worse and sell a_ little 
theaper, and the people who con- 
Sider price only are this man’s law- 
ful prey.” 

The hubbub set up with the ap- 
pe ince of the copy is partly ex- 
Dlained, in the opinion of Leon H. 
\. Weaver, advertising manager, by 
le fact that other marketing exec- 
“tives, and consumers, too, have 

i sense of outrage at the break- 
Ne of rules 


only do the advertisements 


! 


‘ure irrelevant personalities, but | 


Me Pay 1° 16) 


NOT CIGARETTES—BUT SUPERHEATERS | 


mecessary sinews of 
best instruments of 
its 


genius wastes 


inconsistencies. 


irmness of purpose is one of the most 


character and one of the 
success... . Without it, 
efforts in a maze of 


Chesterfield 


* Published in the interest of 
xed ple doing e 
y iperhedter ner 
he feheate orporatior 
5 ee New Yor 
’ eheve » vaciliatw 
gies pr ram i$ aS Dermiciou 
the buyer as to the seller 


t permits the seller to enter « 
maze at inconsistencies that ur 


dermine the character of h 


gineering, NM MENUhICturins 
} 
his service, and his name. It 
| 
permits buyer and seller to maten 
wit sO tt at ore or the other Oo 


Without mutuality of profit the 


industry 1s bereft 


SUPERHEATERS « AIR PREHEATERS @ 


GRIFFIN HOT BLAST °* 


WATER WALLS © ECONOMIZERS 


Typical piece of copy in The Superheater Company's current cam- 
paign which has drawn varied comments from far and wide as to its 


fitness for the job intended. 


If nothing else, however, it has dem- 


onstrated to the company that industrial paper advertising is read 
and pondered over. 


U.S. RUBBER 
STARTS DRIVE 
FOR LAYTEX 


13 Trade and Industrial 
Papers on List 


New York, Nov. 1.—-Disregarding 
seasonal considerations, the United 
States Rubber Company is losing no 
time in giving Laytex, the latest ad- 
dition to its big family of products, 
a baptism of advertising. 

The new dielectric, or insulating 
material, was announced a few days 
ago at a luncheon for business paper 
who received as souvenirs 
lamps equipped with cords covered 
with Laytex. Before this event took 
place and before the product was 
placed in distribution, inserts and 
page orders were sent to a long list 
of industrial and trade publications 
for November and December 

The campaign will be considerably 
enlarged in January, by which time 
the agency, Campbell-Ewald Com- 
pany, will have completed studies of 
a score or more fields where there 
is a market for the product and will 
have prepared advertising copy of 
specific interest to buyers in these 
various industries. 

Copy for the brief announcement 
campaign running the remainder of 


editors, 


issues 


ence to applications. 


this year is generalized with refer- | 
The first page | 
of the four-page insert appearing in | 
November issues bears only the fol- | 
lowing legend: 


Announcement Is Made 


“United States Rubber Company 
announces a new barrier against | 
waste a new conservator of | 


power.” | 
The product is named and its prin- 
cipal characteristics are listed on 
the spread, and the fourth page con- | 
tains engineering data on the 
(Continued on Page 8) 


elec- 


U. S. RUBBER'S LATEST 


UNITED STATES €3 RUBBER COMPANY 


¢ Announces 


A REVOLUTIONARY NEW 


DIELECTRIC 


PHYSICAL and ELECTRICAL 
CHARACTERISTICS OF Lage 
THE NEW DIELECTRIC 


a 
C18ETS reser 
arene 


Revolutionary im 
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FLEXIBILITY 
INDUCTIVE CAPACITY 
DIELECTRIC STRENGTH 
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@) —_ at 
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Initial industrial paper copy inaugurat- 
ing a heavy drive for United States Rub- 
ber Company's new dielectric, Laytex. 
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!sustained advertising programs; 
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Says Copy Should Talk 


Industry’s 


Philadelphia, Pa., Nov. 1.—Indus- 
trial advertising copy that speaks 
the familiar language of the indus- 


try and exhibits a knowledge of its 
problems cannot fail to inspire con- 
fidence in the product that it adver- 
declared R. W. Clark, of the 
Aitkin-Kynett Company, Philadelphia 
agency, and former Westinghouse 
apparatus advertising manager, be- 
fore a recent meeting of the Eastern 
Industrial Advertisers. His subject 


tises, 


was “The Essentials of Industrial 
Advertising Copy.” 
Mr. Clark holds industrial adver- 


tising as the stepchild of the adver- 
tising profession, giving as reasons 


for this situation that the rewards, | 


as compared with those for con- 
advertising, are frequently 
meager, therefore not attracting the 
best talent; that a great majority 
of manufacturers of industrial equip- 
ment have been slower to appreciate 


‘the business-building possibilities of | 


and 
and 
lastly, that, as a general rule, it is 
difficult to write good indus- 
copy than consumer copy, be- 
cause ot the intimate knowledge 
needed of the product and its appli- 
cation. 


Gives Illustration 


One big fault with industrial ad- 
vertising, as viewed by Mr. Clark, 
is that all too often it overlooks the 
fact that it is addressed to men who 
are much more interested in what 
the product will do for them that 
what the maker thinks of it. In other 
words, industrial copy frequently 
fails to do a good job because it does 
not look through the customers’ eyes. 


/As an example, he referred to the 
lighting of an industrial plant. 

Only in rare instances, he said, | 
| would plant managers spend the 
| money to modernize their plant 


Norton Abrasive 
Printing Now in 


General Mediums 


Worcester, 
December issues. of 
ness and Popular 
the Norton Company, manufactur- 
ers of abrasives, will use their 
unique method of “abrasives” print- 


Nov. 1.—TIn the 
Nation's Busi- 
Monthly. 


Mass., 


Science 


‘ing for the first time in magazines of 


general circulation. 

Full-page bleed copy will be used 
in both publications, featuring the 
firm’s grinding wheels. Meeting a 
rather unusual problem, the firm is 
having these magazine pages printed 
locally because of the printing prob- 
lems involved and because patents 
on the process are held by the Com- 
monwealth Press, local printer. This 
firm will print approximately 800,- 
000 advertising pages which will be 
forwarded to the two publishers for 
insertion in their magazines. 

The particular type of printing 
leaves a rough surface closely re- 
sembling the appearance and touch 
of abrasives. It has been used in 
material and in in- 
dustrial papers for some time. 

John W. Odlin Co., Ine., is in 


charge of the account. 


| other 


Language 


And Inspire Confidence 


lighting to make their factory more 
attractive, or because they were pri- 
marily interested in protecting their 
workers from eyestrain. But, on the 
hand, progressive manage- 
j}ments will not hesitate long to mod- 
jernize lighting if they can be shown 
that it will save them money by cut- 
ting down rejects, decreasing acci- 
dents and permitting faster produe- 
| tion. 

“It is facts such as these,” he de- 
;Clared, “that will always interest 
jalert industrialists, while they may 
| not care a hoot about the various 
\characteristies of the lighting fix- 
‘ture as a piece of equipment. 

“There is another type of indus- 
|trial copy that one meets every- 
|; Where,” Mr. Clark continued. “It 
jis that copy which proudly states 
|‘The John Doe Company has con- 
| scientiously served this industry for 
(50 years’ or ‘is proud to have con- 
| tributed to the advancement of this 
| or that great industry.’ While I do 
not under-estimate the value of 
Sseusita or of a long record of hon 
‘est manufacturing and fair dealing, 
|no eompany can survive on its ree- 
ord of past achievement, 

“And while everyone wants to 
|deal with concerns that have estab- 
| lished records for integrity, pros- 
pective customers are also vitally 

the qualities of the 


‘interested in 
/product that is being offered them 
today. When I see advertisement 
after advertisement written along 
jthe lines of prestige and past 
| achievement, I strongly suspect that 
the copywriter either knows little 
jabout the product or its application, 
or that the product itself has very 
little to commend it to the user. 


Points Out Danger 


“If I were to point out one dan- 
| ger signal to industrial copywriters, 
| believe I should warn against the 
over-use of ‘clever’ copy and _ trick 
;or catch phrases. Engineers and 
plant superintendents, to whom in- 
‘dustrial copy is largely addressed, 
take their work seriously. They 
deal in facts and it is my firm con- 
viction that they will be interested 
‘in copy that presents facts.” 

In connection with this same line 
of thinking, Mr. Clark contended, 
|there is a decided tendency to write 
‘industrial copy too broadly. It fails 
to carry a message that is specifi- 
cally addressed to the particular in- 
dustries that it is attempting to 
reach. As an example, he illus- 
trated in regard to an electric mo- 
tor. 

The operating 
Which a motor 


conditions under 
must perform in a 
textile mill are entirely different 
from those of a refinery or a ce- 
ment plant, for instance. In a tex- 
tile mill, the operator is concerned 
about such factors as lint condi- 
tions; in a refinery he is concerned 
with explosion hazards and the ef- 
fects of destructive vapors: while 
in a cement plant the operator may 
be principally concerned with the 
life of the motor bearings because 
lof grit and dust conditions. It is 
| obvious, he said, that advertising 
written to such industries where op- 
|erating conditions are so dissimilar 


|must take into acount the individ- 
/ual problems of each. 
The trend of the times and eco- 
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nomic stress also have a very strong 
relationship to industrial copy, Mr. 
Clark asserted. In 1928 and 1929 
when production and more produc- 
tion was the chief concern of the 
majority of the industrialists, copy 
that told that story effectively was 
in tune with the thinking of the 
men to whom it was addressed. But 
today, the picture is changed and 
most manufacturers are now vitally 
interested in equipment that can 
save money in production and op- 
eration, equipment that is self-liqui- 
dating. They are facing an entirely 
different situation than they were 
five or six years ago, and advertis- 
ing that is going to interest them 
must recognize that change. In this 
trend, performance data which 
shows actual savings in operation 
becomes an important factor in the 
writing of good selling copy. 

“If I were to sum up in a few 
words my definition of the essen- 
tials of good industrial copy, I 
should say that copy that speaks 
the familiar language of the indus- 
try and exhibits a knowledge of its 
problems cannot fail to inspire con- 
fidence in the product that it adver- 
tises,” he declared. 


“Lastly, I believe that the manu- 
facturers who sell to industrial mar- 
kets should recognize the economic 
soundness of attracting to their ad- 
vertising problems the highest type 


Firing floor in new power 
plant of Hiram Walker & 
Sons, Inc., Peoria, lil. This 
view shows the boiler fronts 
and coal pulverizer feeders. 


‘of talent. This important element 
|of their sales programs certainly 
|deserves and needs ingenious think- 
ling and creative ability—more at- 
tention with respect to the use of 
interesting and attention-arresting 
illustrations—better layouts and 
more care in composition. 

“And while I should never sug- 
gest for a minute that it should be 
|dressed up in ‘tails’ and a top hat, 
I sincerely believe that industrial 
copy deserves the dignity of a well- 
{tailored business suit. If we expect 
‘it to have entree to the right peo- 
|ple, we should dress it accordingly.” 


Advertising Resonned 


The Baker-Raulang Company, 
Cleveland, manufacturers of indus- 
trial trucks and tractors, has resumed 
jadvertising after a period of inactiv- 
jity. November copy will feature a 
new stream-line truck which com- 
bines efficiency with a more attractive 
design. Trade and technical maga- 
zines will carry the new campaign. 
The Powers-House Company, Cleve- 
land, is handling the campaign. 


Bayer to “Traffic World” 


Robert J. Bayer has resigned as 
editor of The Embalmers’ Monthly to 
return to Traffic World as assistant 
editor. Prior to five years ago Mr. 
Beyer had served the latter publica- 
tion in various capacities for over 


nine years. 
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GIVES POINTS 
ON PREPARING 
MAIL EFFORT 


Merriam Outlines Technique 
of Layout and Copy 


| Boston, Mass., Nov. 1.—The strong- 
est appeal to be made in a direct 
mail piece must be allowed to domi- 
nate, both pictorially and _ typo- 
graphically, according to F. N. Mer- 
riam Jr., circulation promotion man- 
ager, The McCall Company, New 
York, who addressed the Direct Mail 
Advertising Association convention 
on the _ subject, “Planning Mail 
Order Folders.” Equal emphasis 
should be guarded against, he cau- 
tioned, as all emphasis is no em- 
phasis. Perfect balance should also 
be avoided, because a layout which 
is perfectly balanced is devoid of 
movements and life. 

Mr. Merriam continued with many 
points on technique drawn from his 
'experiences which may be of as- 


Worlds Largest Distillery Builds 


—~ 


ernization is the new plant of Hiram Walker & 


Sons, Inc., Peoria, Ill., the world’s largest distillery. 


Detailed descriptions of this power plant, which 


burns 350 tons of coal a day, appeared exclusively 
in the September and October issues of POWER 


PLANT ENGINEERING. 


Into the making of this modern power plant went 


two 1829 hp. boilers with superheaters, pulverizers 


December Annual 
Review Number: 


Modern Poner Plant 


An INTERESTING example of the nation- 


wide program of power plant expansion and mod- 


and air pre-heaters; also a coal conveyor and soot 
collecting system; valves, pumps, traps, turbo-gen- 
erators, water softener, switchboard, storage bat- 


teries, wiring and other equipment. 


Now—when industrial plants are considering plans 


for enlarging or modernizing power equipment—is 


the time for aggressive selling efforts. Make sure 


of your share of orders by telling your story to the 


Charter Member A. B. C.—A. B, P. 


19,031 important power men who are regular 
readers of POWER PLANT ENGINEERING. 


The important milestones of progress during 1934 in power plant practices and equipment 
will be reviewed in this Specialized Number of PowER PLANT ENGINEERING. The increased 
reader interest and reference use of the December Number make it of particular value to 
advertisers. Copy due November 10; printing begins November 1 
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53 West Jackson Boulevard, Chicago, III. 
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These two pieces of copy from widely separated fields appeared 
simultaneously in their respective business papers and advanced the 
same thought—that the use of inferior merchandise or equipment in 
order to undersell competition usually results in profitless business, 
which is similar to riding a merry-go-round—it gets you nowhere. 


sistance to industrial advertising 
managers in preparing a folder, or 
“circular,” to be used as an enclos- 
ure, especially on items which per- 
mit an effort for direct orders. 


“There are two chief methods of 
utilizing the entire area of the cir- 
cular,” he advised. “I prefer the 
method which treats it as if it had 
only two pages, regardless of the 
number of folds. The other type 
unfolds to a progressively increas- 
ing page size. This method has the 
advantage of a more gradual ap- 
proach to the selling climax, but in 
most cases the sum total of the sell- 
ing power of this type of folder is 
less than that of the two-page type. 

“The two-page method exposes to 
the prospect’s eyes the minute it is 
unfolded half of its entire area, 
whereas the page-per-fold layout 
method gives the prospect several 
opportunities to decide, out of lack 
of curiosity or of interest, that he 
has read enough. The two-page 
folder starts off with a big blast, 
then tones down, then mounts again 
to the climax and closer. The multi- 
page piece increases its tempo as 
it is unfolded, but the initial area 
is too small to deliver a_ strong 
punch. 


Reason For Choice 


“Referring to the two-page layout, 
then, specifically, what happens 
when the prospect sees it folded? 
If it has been correctly folded and 
inserted, he sees a portion of the 
top of the first page. But to look at 
the entire page he must first unfold 
it. When he has done that, his eyes 
are drawn at once to the big catch- 
line at the top, or to the pictorial 
element assisting it in driving home 
the initial blast. 


“Sheer size and dominance of the 
top of the page can be depended upon 
to force the prospect to begin at the 
top, in line with man’s usual read- 
ing habit. The initial blast or catch- 
line must capture his attention, and 
hang on to it, until it filters down 
to the ‘blurb.’ The ‘blurb’ should 
be in big readable type, and must 
be so phrased that it will capitalize 
upon the attention already secured 
and arouse the prospect’s interest. 
Having aroused interest, suspense, a 
sense of movement, then the sub- 
heads get to work and do the real 
selling. 

In writing direct selling copy, Mr. 
Merriam said it is important that 
the sequence must be smooth and 
logical, and at the same time excit- 
ing and dramatic. There must be 
motion, and a rhythm which moves 
along but does not lull to sleep. 
There must be a proper mixture, in 
order to attain this type of copy, of 
words of classic and of Anglo-Saxon 
derivation. A thorough knowledge 
of sentence structure is important, 
as variety of sentence structure 
makes it possible to change the 
tempo and degree of power at will. 

When the prospect has reached 
the bottom of the first page of the 
folder, he should be told to turn the 
page or see the other side. If suf- 
ficient selling has been done, this 
elementary imperative will not be 


NT 


—= 


challenged, and will do its work. 
If sufficient interest in the product 
has not been aroused by the time 
the prospect has looked at one side 
of the folder, the chances are very 
good that his frame of mind will be 
such that he will either never see 
the other side of the folder, or if he 
does look at it out of idle curiosity, 
will not buy. 


In other words, it is obvious that 
if the first half of the presentation 
has been weak, the second half can- 
not hope to overcome this serious 
disadvantage and secure the sale 
in spite of it. 

“Assuming, however, that the 
first side has been a strong one, 
and that the prospect has turned 
over to the other side, it must not 
at this point be taken for granted 
that the reader’s interest is so high 
that no particular effort must be 
made to maintain and intensify it,” 
he cautioned. 

“A good precaution to take in 
preventing this assumption is to re 
solve that at this point the reader’s 
interest must be pounced upon and 
held with renewed tenacity. Desire 
must be made greater and greater, 
so that as the prospect reads far- 
ther and farther down toward the 
final closer, the copy succeeds ip 
building smoothly and overwhelm- 
ingly toward the inevitable great 
decision that he cannot live another 
minute without accepting the offer 
and beginning to enjoy with the 
smallest possible delay, the great 
benefits which the product will be 
stow upon him. 

“When the climax has been at- 
tained, when to add another word 
would become anti-climax, that is 
the time to close,” he advised. “The 
entire close, including the bargain 
and hurry-up, must breathe action, 
since it is action which must be 
secured. Short, powerful sentences, 
well-chosen imperatives, carefully 
placed exclamation points, a proper 
strength of type, a judicious use of 
the second color; all these help to 
make a strong close which will give 
every possible assistance to the 
piece in making the sale.” 

Inspection of direct-selling efforts, 
Mr. Merriam pointed out, often re 
veals that insufficient attention has 
been paid to the importance of 
proper collation of the units in the 
mailing. The letter, he said, should 
be used as the carrier, and the re 
maining pieces inserted into the 
letter in a definite, planned order 
and position. Most direct sellers 
seem to be in agreement that the 
order form, unless it is an addressed 
order form used next to the window, 
should be collated on top of the 
circular. This position has the ob- 
vious merit of making it easy 
the prospect to find the order blank, 
and also of being handy in case the 
prospect is impelled to order on the 
strength of the letter alone. Z 

“It is easy to conceive, howeve!, 
he admitted, “of efforts in which the 
circular should come first, 28 f° 
example in a fairly high-price sale 
when the reading of the circulat 
may well be essential to clinch the 


sale.” 
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SPECIALIZED ing Dowell’s unexcelled service fa- | N. Y. Dotted | the advertising agency is developing | A. B. P. to Meet With 


cilities which include a fleet of fast, linto a representative of the public 


modern trucks at 16 convenient | ° interest, with the duty of telling the | Business Paper Editors 
points ready to serve ata moment’s |  & ine rs Open client, the advertiser, what the pub- | A joint meeting of The Associated 
notice and a trained personnel spe- | ‘lic wants and should have. prenaryers Poa wg | and vy! Na 
cially schooled in all hases of F. ll P tiona onference of usiness Paper 
ec service in oil ae gas well | a rogram Stress Service to Client | Editors is scheduled for Nov. 22-23 4 


Mr. Musselman gave the meeting ie Pig poiecak ciibe ter tartan "4 
me by DOWELL! Newspaper and magazine efforts New York, Nov. 1.—Urging that |some of the lessons learned in his me ive a first ete view and uniter. os 
is cali wae will be augmented by a comprehen-|industrial paper advertising men | 30 years of advertising sales €X-| standing of the plans and policies 
J : sive direct mail program which will | think first of how they can help the | perience, in the form of “Don'ts for | adopted by the administration in its 
closely follow the initial insertions,| advertiser and the agency rather |Salesmen,” emphasizing the value of | drive for recovery. 
An interesting feature in connec-|than of selling, G. Lynn Sumner, |loyalty, industry and straightforward | Arrangements for the meeting are 
a tion with the campaign, according |#8emcy head, told the New York | selling, with service to the adver-|in charge of a committee headed by 
to R. A. Brewer, of MacManus, John | Dotted Line Club last week that/|tiser constantly in mind. |Chauncey Williams, F. W. Dodge 
& Adams, Inc., is the fact that a|S¥ch procedure usually turns out Seconding Mr. Sumner’s comment|Corporation. The group includes 
greater amount of advertising ap- to be the best sales technique. Mr.|that American inventive genius will | Edward H. Ahrens, Ahrens Publish- 
propriation is being spent on the Sumner, together with C. A. Mus-|continue to produce great new in- | ing Co.; James H. McGraw, Jr., Me- 
> as production of the copy than is being |S¢!man, president of the Chilton dustries as heretofore, Mr. Mussel- | Graw-Hill Publishing Co.; Ralpb 
aes spent on the placing of it. |Company, headlined the first fall|man recalled seeing Henry Ford at | Reinhold, Reinhold Publishing Com- 
meeting of the group, presided over | work on one of his earliest models, | Pany, Arthur D. Anderson, Boot and 
|by Fred Fischer of the Simmons-|and Ford's prediction then that he ee 
Appoints Akin |/Boardman Publishing Company. would make automobiles by the hun- Kirkpatrick, dnentent ond Leta? 
| Mr. Sumner indicated the opin-|dreds of thousands, and that good lurgical Engineering; John H. Van 
Typical industrial paper copy in the new | Ariz., has appointed William S. Akin, ion, also, that starting as a broker |roads would be made for them to Deventer, Jron Age; Roy Dickinson, 
campaign of Dowell, Incorporated, which | Chicago publishers’ representative, in|©f magazine space and later becom-|run upon. “A sound prediction,” | printers’ Ink, and Malcolm Muir, 


will feature the company's acidizing charge of mid-western territory. ing the advertiser’s representative, | remarked the speaker. | McGraw-Hill Publishing Co. 
service to the petroleum field. oon ; 


_ P DOWELL STARTS 


“DRIVE FOR OIL whihe mixin son 2 Apoth 
g a poison um 1777 au (\pothecary 
; FIELD PRODUCT discovered Color fr Advertisers 


| 
o « | treatment. | 
not by “guess | 


The Mining Journal, Phoenix, 


y, 
Will Use Industrial Papers, Because the Swedish apothecary, Karl Wilhelm Now, 157 years later, the perfection of Kleerfect 
a M i i N Scheele, was too poor to marry, printing is richer today —The Perfect Printing Paper—marks the most 
> Mail and Newspapers Shocks, wae ton port marr pied nper ane, 
> y color in its illustrations. recent contribution to fine color reproduction and to 
us 5 ahaa For in his effort to overcome the poverty which the reduction of printing costs. For in Kleerfect a 
le Midland, Mich., Nov. 1. —- What separated him from the woman he loved, Scheele _ special processing eliminates, for all practical pur- 
might at first be interpreted as a dedicated his days to working and his nights to mus- poses, two-sidedness of surface and color and makes 
" Sot Se eS re pall ing on inventions which he hoped would earn for him possible printing of equal quality on both sides. Kleer- 
le, ing slogan which says, “Get Over On : ‘ : . 
ed The Alkaline Side,” will appear in a small independence. And it was while he was de- _ fect has strength and high opacity. It possesses a neu- 
ot the near future in the form of an veloping one of these, a poison derived from sulphur, tral, non-glaring color that is easy on the eyes. . 
ed urge to “Get Over On The Acid that Scheele observed the action of light on silver that gives proper contrast with the greatest number of 
zh Side.” But the copy will appear in chloride and educed the fundamental theory for the printing inks and types of illustrations . . . and that per- 
be an industrial publication and news- lucti 6 col ‘ts the t BAe ial ; f t 
” mper campaign scheduled to be reproduction of color. mits the true maximum reproductive power of one to 
uunched this month by Dowell In- Scheele never profited from this or any other of _ four colors. 
in orporated, a subsidiary of The Dow his discoveries. Hardships and unremitting labor Before you produce your next catalogue, magazine, 
re ‘hemical Company, engaged in oil brought about his death only two days after he married or mailing, see samples of the work this perfect paper 
"s and gas well chemical service. the woman for whom he had worked so long. But the — makes possible. A request addressed to Kimberly- 
nd The campaign, under the direction i al cas , ie ' ha Reeutlel aay ee 0 Bat I 
os dt MecManes, Jobe & Athen, tea. generations which came after him have profited! On — Clark’s advertising office in Chicago, will bring them 
of, Detroit, will be made up of a con- the theories evolved by him they have based color print- — to you and the name of the merchant nearest you 
ar tinuous schedule in eight or ten ing and the processes related to it which have done so —selected for his responsibility—who can quote 
he uewspapers with circulation in the much towards making fine printing possible at low cost. prices to you on this new paper. 
iD il field areas and two trade publi- 
m- auons, Oil and Gas Journal and Oil 
vat Weekly. 
er Dowell’s appeal to the trade has 
fer veen designed to identify the com- 
he pany as an authority in its line by 
sat reason of its association, as a sub- 
be- iajary, with The Dow Chemical 
‘company which is known the world 
at- ver as a leader and pioneer in 
rd hemical research and production. 
he Use Bleed Pages 
in Acidize not by ‘guess’ but by 3 
on, Dowell,” headlines urge in the com- 
be bany’s full, bleed-page copy appear- 
88, ing this month in the industrial pub- 
lly ications. The attack is on those 
yer perators, identified by Dowell as 
of acid dumpers,” who proceed to 
to reat a well without the proper pre- 
ive iminary diagnosis. Copy _ states 
rhe ‘hat 3.795 wells have been acidized 
by Dowell because those in charge 
ts, Were unwilling to risk their proper- 
re- ‘les to guess methods. 
1as “They knew the vital necessity 
of ta thorough scientific study of con- 
the litions before a single drop of acid 
uld *ent down the hole. Dowell diag- 
re- loses every well—geologically and 
he dhysically,” the copy states. 
der Dowell’s process is to be distin- 
ers ‘uished from other processes by the 
the xplanatory phrase, “Inhibited Acid- 
sed “ng.” which will be incorporated 
OW, ‘Sa theme into the advertising copy, 
the ‘Nd, in the future, might be adopted 
ob- ‘Sa slogan. It explains Dowell’s 
for ‘bility, through its trained operat- 
nk, ‘TS and treating engineers, to acid- 
-* 2e a well without damaging either KIMBERLY-CLARK CORPORATION 


‘he well, the casing or the tubing. 


- _ Acidizing can do a big job for NEENAH, WISCONSIN 
Tr, Ou,” copy states. “It can increase e100. 8 o0n.00e 


the fow. It can rejuvenate d CHICAGO, 8 South Michigan Avenue «* NEW YORK, 122 East 42nd Street 
ying prop- - 
for erties. But it must be intelligently THE PERFECT PRINTING PAPER LOS ANGELES, 510 West Sixth Street 


ESTABLISHED 1872 


nt “mployed—handled by experts.” ae i 
= Newspapers will carry a contin- 


— Schedule of 238 lines. The copy 
"ll be point-of-purchase type stress- 
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Appearance Counts in Industrial 


Selling 


The design of mechanical prod- 
ucts has been regarded until rather 
recently as purely an engineering 
That is, a good design has 
been considered to be one which in- 
corporated mechanical 
tures, without regard to the ultimate 
result in terms of appearance. As a 
industrial products 
Which have been successes as engi- 
neering handi- 
capped because they have not looked 
especially good. 

Merchandising the 
industrial field, noting the good re- 
sults which general advertisers have 
result of redesign which 
has stressed appearance particularly, 
have been wondering if they have 
overlooking a bet in 
the matter of appearance entirely to 


matter, 


correct 


result, many 


devices have been 
executives in 


had as a 


been 


leaving | 


fea- | 


engineers who have been concerned | 


primarily if not exclusively with the 
mechanical features of their prod- 


ucts. These are of course of first 


| should be 


importance, but the question has re- | 


add 
improving appearance? 

Tests which have been made here 
and there in industrial selling have 
that good looks help 
in getting preferred consideration 
the industrial buver. If the 
lines are trim and the product has 
«u modern and up-to-date air about it, 


mained, can we salability by 


demonstrated 


from 


the buver is likely to take a second | 


Industrial Copy 


\ weil-Known advertising agency 
erecutive recently pointed out what 
he believes to be an accepted fact, 
that industrial copy is 
write than advertising 
which is intended to be read by the 
zeneral public. This 
the appearance of much 
industrial publications and 
Which is not up to the 


nemely, 
harder to 
is true, and it 
explains 
copy in 
cireet mail 
mark, 

The kind of 
tising copy should be in the position 
than the reader, 
to whom he is presumed to be im- 
worth while information. 
is the first point at which in- 
often falls 
is too superficial—because 


writer of any adver- 


ot knowing more 
parting 
That 
dustrial copy down. It 
the man 
who wrote it did not have adequate 
information regarding his product, 
from the standpoint of its 
the 
No copy-writer who depends only on 
information, for example, 
can hope to turn out convincing ad- 


which real 


especially 
upplication by prospective user. 
catalog 
vertising carries 
selling punch. 

On the hand, the 
product itself is seldom enough. One 
know the 


copy, 


other knowing 


must also buyer—his 


attitude 


needs, his present toward 


look; and if he finds that the engi- 
neering features of the product are 
he is prejudiced in its favor 
almost immediately. 


£00d, 


As a rule, good appearance is ob- 
tainable at no extra cost, except that 
involved in the study required to 
develop improvement in this respect. 
Oftentimes this end can be reached 
without calling in outside assistance, 
though it is usually best to get the 
expert help of industrial designers 
who accustomed to work with 
engineers in bringing out the ap- 
pearance of the product. There are 
many of and some of them 
have been remarkably successful in 
adding appeal without in any 
way reducing the mechanical or en- 
gineering efficiency of the device. 


are 


these, 


eye 


We live in the machine age, but 
this is not to say that the machine 
itself, any more than its products, 
in appear- 
Beauty is only skin deep, it is 


unattractive 
ance. 
said of persons, and the outlines and 
finish of the mechanical product are 
the determine 
That these 
numerous in- 


factors which 
the 


improved in 


chief 
its appeal to eye. 
can be 
stances may be demonstrated by a 
quick trip through your own catalog. 

Appearance, regarded as a definite 
sales factor, will well added 


study. 


Hard to Write? 


this competing products, and 
the factors which will impress him 
Knowledge of 
helps some; and we 
the profit motive is 
business purchases; 
knowl- 
and his industry 
is required to the advertise- 
ment the familiar, ‘inside’? touch 
which will make it read like a letter 
home. 


repay 


and 


successfully. 
nature 
that 
most 


most 

human 
all know 
back of 
but an 


even more intimate 


edge of the man 
give 


, 


from 

You may say that the average in- 
dustrial advertising copy-writer, con- 
fronted 
ing 
ments, 


With the necessity of 
individual 
intended for publication in 
inany different fields, cannot hope to 


turn- 


out many advertise- 


| 
| 


| 


| 
| 
} 
} 


| 
| 


| 


| 


| 
| 


be an expert on all of them. But | 
he should have the benefit of first- | 
hand contact, through field work, 


with his readers 
Industrial publication representa- 
contribute valuable 


mation on this score, if they them- 


tives can 
selves are sufficiently in touch with 
their tields. And publishers will in- 
sure a hearty welcome for their men 
if they sure that 


are the latter are 


equipped to pass on to advertisers 
the 


papers. 


information 


who 


specific regarding 


reading their 


men 


are 


infor- | 


i}should be based, 


“FULL DIRECTIONS WITH EVERY PURCHASE" 


Ver 
"| guess we should have thought of this before!" 


York 


American 


Voice of the warer peru 


Merit, Service, N. 1. A. A. 
Qualifications for Office 


To the Editor: In the Oct. 6 CLAss 
& INDUSTRIAL MARKETING I observe 
the following: 
the Association (N. I. 

A. A.) reiterated its intention of 

repealing the law of 

basing its choice on fitness alone, 
it has been evident that Mr. Star- 
buck easily qualified on the 
second (fitness) count.” 

For the information of 
bers of the N. 
1928, the late Nelson 
W. R. Hopkins, Allan 


“Though 


the mem- 
rreenstelder, 
Brown 
felt that the men who worked 
entitled to be elected to office. We 
realized, however, that, in a volun- 
tary organization, it was absolutely 
essential that, before election to the 
higher offices, a man should have 
shown his ability, his capacity, and 
his willingness to make the sacrifices 
necessary to keep 
going. We felt that the senior officer 
of the association should have experi- 


ence and a background, and a know}l- | 


edge of the details of the organiza- 
tion. 

With this idea in mind, we 
fully picked Forrest U. Webster. We 
were confident that if he went 
through the offices satisfactorily, he 
would be a good president. He 


After an exhaustive’ investigation 


care- 


Was. 


upon the necessary resignation of 
Ernest L. Becker, of Cincinnati, as | 
third vice-president, we elected to 
that office Howard F. Barrows, of 


Chicago, who has just finished an ex- | 


ceptionally able term. 

In the meantime, some of us in- 
duced Gregory H. Starbuck to take 
an active interest in the association. 
Because of his activities as a com- 
mittee chairman, he was very prop- 
erly advanced to the third vice- 
presidency. <All this goes back to 
1928. It was the idea of the late Mr. 
Greensfelder. I carried it on during 
my term of office and I have reason 
to believe that it has been carried 
on since. The result is that we have 
today as fine a set of officers as the 
N. I. A. A. has ever had. 

Now, it should be 
there is no more 
seeing officers elected to 
A. A. on the basis of merit. And vet, 
1 still contend, as the policy was de- 
veloped in 1928, that the election of 
the senior officers of the N. I. A. A. 
not upon the merit 
of the moment, but upon the services 
they have rendered to the association 
as junior officers. If, as the officers 
progress, from one position to an- 
other, they do not measure up to 
their jobs, they can be discarded, and 


that 
desirous of 
the N. I. 


apparent 


one 


|should be, at any annual conference 


succession, | 


I. A. A., away back in | 


the N. I. A. A.| 


On the other hand, if, in the opinion 
of the officers and directorate, they 
have performed their duties accept- 
ably, then, as a matter of merit, they 
should be advanced. 

If, as I understand the present idea 
of the N. I. A. A., the idea of merit 
|}only is to apply, then this might con- 
ceivably result in the election of a 
president who does not know what it 
is all about. 


GeorGE H, Corey, 


| Advertising Manager, The Cleve- 
land Twist Drill Company, 
Cleveland, O. 
v ¥ v 


and [| 

° ® Pp . ’ | 
agreed upon this, in principle. We | 
were | 


“Tricks” Can Be Aid 
to Direct Mail Pieces 


| To the Editor: Whenever and 
wherever direct mail advertising is 
discussed, the question of the com- 
|parative values of the so-called 
i“trick” and straight mailing pieces 
almost inevitably bobs up. It has 
| been bobbing up regularly in my own 
| experience for the last 25 vears. It 
| will probably continue to be one of 
{the most controversia! subjects in 
direct maik advertising for countless 
| years to come. 
| The trick or stunt mailing piece is 
| based upon an inherent human trait 
|—-curiosity—and for that reason it 
| will always be a potential factor of 
| success in direct mail advertising and 
|selling. This applies to the technical 
| product as much as to any other. 
However, its possibilities and lim- 
jitations are not always recognized, 
| hence a lot of time, effort and money 
are wasted annually upon “trick” 
'mailing pieces that fail utterly to 
achieve their object. 
I do not believe in direct mail ad- 
}vertising that has trickiness as its 
| principal merit. By that I mean die- 
}cut shapes or intricate folds which 
have little or no connection with the 
product or service advertised, but are 
pee solely with the object of in- 
| triguing the recipient to look inside. 
|Too often the reaction is the same 
as in the case of the ultra-smart 
;} Salesman who gains admission to his 
| prospect’s office by deception. 


On the other hand, it has been my | 


}experience that when the trick mail- 
ing piece dramatizes an important 
advantage of the product or is closely 
tied-in with the story, much 
good may be accomplished by it. 
Superficial cleverness cannot be 
successfully substituted for strong 
sales facts, but ingenuity in mailing 
piece design can be a great aid in 
| putting the sales story across where 
the conditions favor its use. 
A. J. BRapy, 
Advertising Department, The Tim- 
ken Roller Bearing Company, 
Canton, O. 


sales 


—=s 


Information 
for Industrial 
Advertisers 


The following documents may }, 
secured without charge by any 
vertiser or advertising agency fro; 
the publishers sponsoring them, te 
through ADVERTISING AGE, 


ad 


139. The Building Reporter. 

A bulletin issued from time to ti, 
by The American Architect giving 
current information regarding th. 
building field, with special referen. 
to developments that will effect buily 
ing supply business. 


140. Guide for Sales Managers, 

A chart and market map designe 
to enable sales managers to gang: 
the relative values of the nine ge 
graphical divisions of the county 
from the standpoint of the sales pos 
sibilities they offer. Prepared }y 
Hardware Age. 

141. Who Reads The 
Forum? 

This circular lists the names 
men prominent in their respectiy 
fields who are Architectural Fory 
subscribers. The classifications ¢q 
ered include real estate men, banker: 
insurance executives, building an 
loan officials and building managers 


Architecturg 


142. The Survey to End All Oth 
Nurveus. 

A folder issued by Breiers Journ 
presenting the details of a “Survey 
of Surveys” of publications in th 
brewery field compiled by Russell T 
Gray, Inc., industrial agency. 

143. The Agricultural 
Market. 

This booklet gives statistical and 
general information about the mai 
ket for agricultural equipment }) 
states according to types as prepare 
by Farm Implement Nees. 


Equipment 


145. Air Conditioning—-A Simplifi 
Outline of Its Markets. 
This broadside graphically _ illus 


trates and explains the difference j 
types of equipment, engineering all 
in selling personnel in the industri 
and commercial, and the resident: 
fields of air conditioning. Issued } 
Heating, Piping and Air Conditionin 
and American Artisan. 


22. Baking Industry, Facts and 
Figures. <A statistical study of the 
commercial baking field. Published 
by Bakers’ Helper, Chicago. 


106. Railway Outlook. 


This is a letter issed by Simmons 
Boardman Publishing Company every 
week or so to “pass along timely it 
formation to its friends who are @! 
rectly interested in the railway ow 
look.” The latest facts on railway 
operation are presented without frill: 
or comment, giving the reader a clea! 
picture of what is taking place in the 
field. 


32. The Real Answer to the Adve” 
tiser’s Prayer. 

| <A highly colored and_ pictoria 

| broadside treating the reader inte! 

|est of Machinery and offering score 

of testimonials of key executives * 

|evidence of reader quality and ho* 


|the publication reaches the mé! 
i back of the order. 
118. Advertisements Inspired by th? 


Old Masters of Printing. 

This book of reprints of nine colo! 
advertisements of the Kimberly-Clatk 
Corporation is not only good adver 
itising of Kleerfect paper, put 1 
‘points a moral for advertising me 
The preface says: “The narratlv 
advertisement, as the form is called 
by teachers of advertising, offers ait 
ificulties in making the transitio? 
from narrative to product. In the 


advertising on Kleerfect, the trans! 
tion is made so easily and logical) 
that the series is called ‘good adve™ 
tising’ by advertising men and Pr 
nounced ‘interesting’ by editors and 
general readers.” 
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“A Lot of Advertising For 
Postage!—These mailing 
cards cost but 1% cents each for 
|postage. Think of it! This small 
postage item is your only investment 
but places your attention-compelling 
|message in the hands of wire rope 


TS TRUCLAY A FACT/ Lise 


over-size 


A\cropuecy THAT DID NOT 
COME TRUE!... 


Thi LARGEST HARDWOOD MANUFACTUR - 
eG COMPANY 16 THE SECONO LARGEST 
nAROWARE MARKET IN THE WORLD WAS 

MOUCED TO TRY Vis nove 


ig <asiecn coap voeummaveasrane | users. How can you afford NOT 

Ae eee acs upenan omnes tain. » Cnanutee to take advantage of this advertis- 

was MADE THAT TRU-LAY UNDER THE SAME CONDITIONS WOULD LAST ' - Pe bat 
MONTHS ~ THIS PROVED TO BE WRONG Jf = }ing mate! ial which the American 


rey tay cave 16 MONTHS 
cpavict ~ TWICk THAT OF amy 


omoveTitive acre! vA / 
Z 


Gwe an noun oornennc BOBSLEDS 


“Have STEERING MECHANISM OPERATED 


/}Cable Company 
to you gratis?” 


imprints and sends 


The distributors are urged to get 
| their necessary supply of cards and 
|put them to work as soon as _ pos- 


BYTRU-LAY Witt ROPE. WHERE SAFETY 
OF LIFE tS CONCERNED THERE CAN 6f 
NO COMPROMISE WITH QUALITY. . . 


| sible. 
oncor / 
_, MANY- 
mene Soar noe non tumce nH owe | 
; aoe - 
Over-size mailing cards of this type in os 
two colors are the newest dealer-help - 
provided its distributors by the Amer- Tre. 014 
ican Cable Company. <— 
ial aaa tia ower BO 
tre, O24 


|MERICAN CABLE | 
USES OVER-SIZE | 
MAILING CARDS 3 


Carry Ripley Style Pictorial 
Sales Messages 


pe°f ee] es [? if 


New York, Nov. 1.—Over-sized 
mailing cards, 644x10% inches, car- 
rying an a la Ripley pictorial mes- 
sage on the face about Tru-Lay wire 
rope are being supplied by the 
\merican Cable Company to its dis- 
tributors for mailing to their lists of 
prospects and customers. The cards 
will be imprinted with the distribu- 
lorsname only to appear as a direct 
efort on the part of the distributor. 


| eT 


2s 
~ or 
a x 


i 


eg 
iy 


There are two cards in the present 
series and more may follow. The 
eis printed in red and black, both 
common heading in re- o— S. Heettrel — 
verse: “Amazing As It May Be—It’s 
Tru-Lay a Fact!” Then following in 


arrving a 


With Some Humor 


Boston, Mass., Nov. 1 After tell- 
ing his audience that industrial 
paper advertising should be 
the same as direct mail matter, W. 
H. Wilson of the advertising and 
sales promotion division of National 
Carbon Company, Inc., New York, 
before the industrial departmental 
of the Direct Mail Advertising Asso 
ciation convention stressed the fact 
that industrial advertising copy has 
been too dead and dry 

“Industrial 


tested 


advertising requires 


by 
in 


used 


ing the 


unusual 
publications 


stuffed with 
advertisements.” 
Mr. Wilson 


headlines and drawings 
which are normally 
dry, highly 


technical 


illustrated his talk 
with samples of copy 
telephone 
company’s dry 


which he has 
papers advertis 
batteries, 


which has proved to his satisfaction 


to be 


effective 
straight 
type ol 


He 


cent heavier 


least 


than 
semi-technical and 
copys 


also 


semi-humorous 


five per cent more 
the ordinary type of 
usual 


CXpe rienced SD pel 
coupon returns for the 
copy. 


F * * i s ae 2 Spec! mh — — 
BES Fe 7 SOR > laa 
November 3, 1934 ADVERTISING AGE 5 
A LA RIPLEY }not an imprint job but a special mail- N bd l G ‘more humorous treatment than it Starbuck at Chicago 
ling prepared for each TRU-LAY a t tona e t S has received in the past,” he de- Marvin H. Kauer, advertising 
DISTRIBUTOR without cost to the B R clared. “Even engineers are human, counsel, will discuss the broad sub 
me, \T MAY =. Distributor. e t te r e t u rn Ss and, therefore, should be attracted | ject of industrial advertising before 
= AS J - 


the Nov. 12 meeting of the Enginee: 
ing Advertisers’ Association, Chi 
caZzo 

Gregory H. Starbuck, new head ot 
the N. I. A. A., will be a guest of the 
meeting and will explain some of the 
objectives of the national organiza 
tion 


Price Policies Outlined 
The St. Louis Industrial Marketing 
Council heard Dr. J. M. Klamon, as- 
sociate economics and 
marketing, Washington University, 
at their luncheon meeting on Octo 
ber 25. His subject was “Price Poli- 
cies and Production Control Under 
the Recovery Program,” 


protessor ol 


the Ripley fashion, facts about Tru- | “15s me 7 ry 

Lay wire rope are told in an inter- | —_e a 

esting manner. A book on the prod: | Tor ane 

wt is mentioned in a lower corner | Seat | | ows 6 +--+ ' 

vith a note that it may be obtained | 2 Cn? ak Ee 14 ‘ 

rom the company whose name ap- 

ears on the address side. ' 
More than half of the address side emma | T r T ] | ” 

eras Comes! ae . 


it the card, which carries the deal- 


trated sales message on the manu- 


| 

| 

. ° | 

rs hame, is devoted to an wun 
| 


lacturer’s preformed wire rope. 


Featured in House Organ 


ln the 
Trn-Lay 


company’s 


Yours,” for October, Jay 
0. Lashar, advertising manager, de- | 
Yoted the inside spread to a message 


house organ, | 


ging them to make use of this new 


ledler-help. Four forceful points re- 


| 
| 
'0 the sales force and djstributors | 
| 
idea 


ing the 


gardi were stressed in 
this manner: 

They Stand Out On The Pros- il 
bectUs Desk-—Try burying these large | 
Nailing cards amongst other mail— | 


Nvelopes, circulars, and the like. It Tire. 6 I i 
‘ant be done! By sheer size alone 
Nese cards stand out from tne} 


that 


Power Equipment Buying 


Ils on the Upswing 


power equipment market. 
Two are outstanding: 


Active buying has already begun. 
Ist from equipment manufacturers show lively buying activity. 


POWER has just completed a comprehensive survey of the 
Many startling facts are revealed. 


|. 60° of industry's power equipment is over 10 years old. 


2. 16°% of the plants reporting intend to remodel power 
facilities within the next 12 months. 


Reports of sales since July 


Power engineers have been keenly conscious of industry's 
yearly three-quarter bilion dollar power waste. Now they are 
taking decisive action. Evidence is that this is but a forerunner 


paid, ‘Mismmaedar. tk ka te aaa 1 ; von cess of greatly increased buying in the months to come. 
atches the eye. Here is a mail- = . —" 
ng \VE KNOW will be seen. r] ee The Power Show and the A. S. M. E. convention in Gecember 
“They Attract Attention—These | is 7 Lire: ag will spotlight power equipment. They will accelerate the present 
reer permeate cases noe | MN ee buying upswing 
ilseo bee: g ‘ . tts z on eh — | le o * , J 
"latte icon a agate of L a December POWER, to be distributed at the Power Show, is 
‘Strations in two colors. They're so . a a aie ° ° ° 
aindk Gans wien dae Gemeniala | q i [pen ef planned to help you make the most of this stimulated interest. 
nit uot throw them away readily. | ls : lt will reach responsive power equipment buyers at the Show 
te hi ‘es are 3y’ > save _ A 
Laan 3 and throughout all industry. 
: . . . 
Personal Touch | [eae | f First forms close November !9. Publication—November 30. 
ey Sppear As Your Own—Not iF 

= vord on these cards identifies | oe [ [tess 6 
vi as a produet of the American | ee . [tre.91¢ 330 W. 42nd St. POWER New York, N.Y. 
aly Company. Instead only the | ABC 4 ABP 
‘ales representative’s name will be | f 
ised in large type on the address se | er. ol 
de of the card. Therefore. this is lire. se) —I taal, 
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KIRSCH ISSUES 
NEW SECTIONAL 


‘catalog which are entirely new and 
loriginal so far as drapery hardware 
catalogs are concerned. 

One of these features is the divi- 
‘sion or classification of all Kirsch 
merchandise into five groups. Each 
section of the catalog contains every- 

its group of interest to a 


thing in 
customer handling the type of drap- 
jery hardware included in that group. 


Sturgis, Mich., Nov. 1.—A new sec- 
tional catalog on drapery hardware 
has just come off the press for the 


Kirsch Company embodying features | 


of economy which permitted a more 
liberal treatment in many respects 
that contribute to its attractiveness, 
both in appearance and from 
standpoint of its use by the dealer. 
The catalog is substantially bound 
in imitation leather, embossed. The 
cover reproduces a new modernized 
trade mark design in black, silver 
and magneta. The durable binding 
not only adds to the life of the cat- 
alog, but it gives the reader an im- 
pression of the quality which is in- 
herent in Kirsch merchandise. Be- 
cause the binder represents consid- 
erable expense, the dealer is less 
likely to lose or discard the catalog. 
There are several features in the 


1,988 


the first ten 


the | 


From the standpoint of the dealer, 
ithe advantage of this plan is that it 
| enables him to locate any particular 


item or group of items with the 

|maximum ease and dispatch. 

Expense Cut One-Third 
Customers who could have no in- 


terest in certain lines or groups of 
drapery hardware are sent only those 
sections in which they may be in- 
terested. Dealers are not burdened 
with a mass of printed and _ illus- 
trative matter having no bearing on 
their possible needs. This cuts down 
the catalog cost at least one-third 
without impairing its effectiveness. 
In spite of the fact that the cat- 
alog contains 288 pages, it is possible 
to locate any particular item with 
facility, because the merchandise has, 
first, been grouped into sections with 
an identifying tab on each section. 


The finding of any item is further 


WITH NEW IDEAS 


The new Kirsch sectional catalog is at- 
tractive, sturdy and practical. 


simplified by a complete cross index 
at the beginning of a section, as well 
as by the reference to the price list, 
which indicates on which page, or 
pages, in the catalog the item in 


question may be seen. 
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An interesting thing about the 
cover illustrations of the various sec- 
tions, which are done in a modern 
photo illustrative treatment, is that 
they also help to identify the con- 
tents of the various sections. 


The idea of making it easy to lo- 


|eate information has also been car- 


ried out in the price list. In the 
catalog, the page in the price list 
where the price of any particular 
item may be found is definitely stated 
in connection with each item or num- 
ber. The matter of finding a price 
is further simplified by the fact that 
the price list is in numerical order. 

There is an advantage to the dealer 
in showing prices in a separate price 
list, rather than printing them on 
the catalog page subject to a secret 
discount, because it enables him to 
use the catalog in selling merchan- 
dise and its features without letting 
the price absorb all the prospect’s 
interest, which is the case when the 
price is printed in the catalog. The 
Kirsch price list method clearly 
shows the prices and relieves him of 
the necessity of doing rapid calculat- 
ing, mentally or otherwise, before ar- 
riving at the actual price of the item. 

The sales feature which the sales 
person can quote verbatim in selling 
any particular group of merchandise 
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requests were made for one booklet alone. 


requests for promotion booklets listed as shown 
above were forwarded on to advertisers during 
months of this year. 


request was made for a booklet last listed in our 


April, 1931 issue. 


requests were made for booklets last listed in 1931, 
1932 and 1933 issues. 


All of which speaks rather eloquently for non-display material 
of an editorial nature. 


And if this journal isn’t filed away and used as a reference years 
after publication. how explain some of those requests? 


Yet this is only one of the merchandising assistances which give 
your sales department something into which it ean bite its 


ice mak’ nS 


537 So. Dearborn Street 


Member 


teeth if vouwre an advertiser in 


HOSPITAL MANAGEMENT 


A.B.C. and A.B.P. 


Chicago, Illinois 


are clearly set forth in the Various 
sections. 

The catalog was printed by The (ag, 
gill Company, Grand Rapids, Mic) 
which also made the engravings 
The illustrative photographs for th, 
covers of the various sections wer, 
done by Advertising Artists, Soyt) 
Bend, Ind., and the S. K. Smith Com 
pany, Chicago, supplied the binders 

Handling the catalog in section: 
and placing them in a binder effecteg 
savings that would not have bee, 
possible had it been a convention) 
case bound catalog. The sectiong) 
idea made it possible to withhold ge 
tions of the catalog from dealers wh, 
were not interested in certain lings 
of products. Consequently, the prin; 
order was for 30,000 copies of sectioy 
one, which shows the “bread and byt. 
ter” type of drapery hardware which 
is handled by every dealer, while 
other sections ran 10,000 to 15,009 

Before distributing the catalogs 
salesmen were furnished catalog 
mailing slips covering each account 
in their territories and requested 1 
specify which sections were to hp 
sent to each account. On these slips 
they were also to indicate whether 
the catalog was to be mailed or 
shipped direct to the dealer, o, 
whether delivery was to be made per. 
sonally by the salesman. 


Ship Disaster 
Gives Bakelite 
New Opportunity 


New York, Nov. 1.—While public 
interest was still centered on the 
Morro Castle disaster and while ma 
rine experts were trying to deter. 
mine the causes of the conflagration, 
the Bakelite Corporation issued a 
special portfolio emphasizing the 
fire-resistant qualities of its material 

The portfolio went to a selected 
list of marine companies with a let 
ter signed by Allan Brown, advertis- 
ing manager, which said: 

“Why must ships be constructed 
of highly inflammable materials’ 
Several disastrous conflagrations at 
sea have made thousands of poten 
tial travelers conscious of this haz: 
ard, a fact that is bound to have its 
effect on steamship traffic for some 
time to come. 

“These disasters are a direct cha! 
lenge to the builders and owners 0! 
ships. What economy is there when 
the lives of thousands of passengers 
are risked for the sake of a small per 
centage of the production cost of 4 
| Vessel? 

“Through the aid of scientific re 
search, modern materials of construc 
tion have been developed that are 
fire-resistant. Among these art 
Bakelite Laminated and Molded. 

“You will find in this portfolio 4 
detailed report of these materials 
with specific reference to their ap 
plication in ship construction. If 
you will take a few minutes to read 
this report, we are sure you will find 
'much of interest. 

“For further information, we offer 
you the cooperation of our engil 
eering department without oblig® 
tion.”’ 

Pasted to the front cover of the 
mimeographed report on Bakelite i0 
ship construction was an editorial 
from the New York Herald Tribun 
which contained this particularly ap! 
statement: 

“It is vital that the true lessoDs 
of this disaster be learned and 00! 
lost in a mere hunt for scapegoats. 

The Bakelite story was mimeo 
graphed because of the necessity 0! 
getting the report into the hands 0! 
those in authority while they weéT 
in their most receptive attitude t¢ 
ward preventive measures. 


C. A. Il. M. Talks Budgets 


A round-table discussion of appr? 
priations, budgets and media led >Y 
Allan E. Beach, advertising manage! 
Littleford Brothers, was the feature 
of the Nov. 1 meeting of the Cincl! 
nati Association of Industrial Ma" 
keters. The members also reviewe@ 
their chapter constitution, and t"* 
N.LA.A. by-laws. ; 

The Traveling Exhibit of the )! 
rect Mail Advertising Associatio? 
which was in Cincinnati Oct. 31 42° 
Nov. 1 and 2 was visited by many ” 
the Marketers. 
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~ AS ADVOCATED 


Aluminum ink, generously used with copy 

of extreme simplicity, gets attention and 

favorable response for aluminum prod- 

ucts of Bohn Aluminum & Brass Cor- 
poration, Detroit. 


ALUMINUM INK 
USED FREELY FOR 
BOHN PRODUCTS 


New Series ‘of Pages Holds 
to Simplicity 


Detroit, Mich., Nov. 1—A decidedly 
striking note in industrial copy-lay- 
out and art has been hit in the cur- 
reut industrial and trade publication 
campaign of Bohn Aluminum & Brass 
Corporation. Aside from attracting 
wide attention in the automobile in- 
dustry it has inspired an unusual 
number of favorable and compli- 
mentary comments from _ other 
sources as well, according to Charles 
k. Bohn, president of the company. 


Working under the assumption 
that its products are already well 
known and have a wide acceptance, 
Bohn decided that rather than devote 
its advertising space to stereotyped 
reproductions of its products with 
Which the industry is already well 
acquainted, it would add a new ap- 
peal and a decided note of distinction 
by employing out-of-the-ordinary copy 
illustrations designed principally to 
get attention. 

A striking combination was ob- 
tained with the use of aluminum and 
black on white. The aluminum ink 
was used liberally and consequently, 
very effectively, for the best known 
Bohnalite products are made of an 
aluminum light alloy. The tie-up was 
lescribed by Mr. Bohn as “a natural.” 

Simplicity in layout with a mini- 
mum of copy is the keynote of the 
impaign. 


Shows Advance Design 


typical advertisement bears an 
lustvation of a Dymaxion type of 
ar descending from the upper right- 
land corner of the page. The copy, 
Wiite type on black, is confined to a 
sn box in the lower right-hand 
ner It states: “Tomorrow's 
ar???? Who knows! But the thor- 
ushly modern engine of today is 
“(uipped with Bohnalite Cylinder 
Heads and Nelson Bohnalite Pistons 
these highly perfected de- 
pinents have completely revolu- 
‘onized all performance standards!” 
‘layout of each of the insertions 
'S approximately the same, in that 


HCAUSE 


wal 
Oil 


3 
ax 


the opy and illustrations occupy 

seherally the same positions on the 

'age with the aluminum ink forming 
edominant background. 

Th ommenting on the campaign, 

‘. Bohn remarked that, in his 


n, it seems to be creating the 
red effect and is one of the most 
mp essive campaigns the organiza- 
‘0 has ever inaugurated. 

‘Il have always been an advocate 

ie unusual in advertising copy,” 
“ said. “Most publications are so 
‘thined full of the ordinary and com- 
‘“Upiice material, I wonder that it 

‘ny attention at all. However, 

‘her fellow’s business is none of 

isiness—except in this respect: 


The presence of so much prosaic copy 
certainly, by contrast, would seem to 
accentuate advertising of a more 
original turn. On that basis we de 
veloped the present Bohn series.” 
The campaign is appearing in 
Automobile Topics, Automobile Trade 
Journal, Automotive Daily News, 


Motor and S. A. E. Journal. 
Zimmer-Keller, Inc., is the agency 
in charge. 


New Sweet’s Catalogs 


A noteworthy exhibit of collective 
catalog distribution is to be found in 
the four new Sweet's Catalog Files 
just distributed to buyers in four 
markets: engineering, power plants, 
process industries, and mechanical 
industries. 


DETROIT 


mails.” 


heads, invoices, statements and 


phone book or write to 


Automotive Industries, D. A. C. News, | 


| manufacturer 


A“ Mr. Perkins says, “ Multilith is of in- / 
estimable value to any concern which 
must contact its organization through the “&a 


Multilith is a highly simplified process of 
office lithography which enables your own 
employees, within your own organization. 
to produce lithographed work of high quality 
...in colors if desired . . . at surprising speed 
and remarkably low production cost. 


Sales manuals and manual inserts, letter- 


folders, house organs and catalog pages. 
circulars, bulletins and price lists, direct ~~ 
mail material and dealer helps .. . these are 
but a few of the classes of work on which 
Multilith shows substantial savings. Money 
saved by Multilith methods can thus be released for other adver- 
tising and promotional effort, and greatly stimulate sales. 
Advertisers and advertising agency executives are invited to 
find out how Multilith can fit into their 1935 programs. Our 
trained representative who is regularly in your vicinity will gladly 
show you samples and furnish detailed information. Consult your 


MULTIGRAPH COMPANY 
Division of 
Addressograph-Multigraph Corporation, Cleveland, Ohio 


OFFICES IN ALL PRINCIPAL CITIES OF THE WCRLD 


Louis Allis House 


Organ Meets with 


Success; Enlarged 


| 


| 


| 


and data on the care and operation 
of motors. 
use in a loose leaf binder for prac- 
tical reference data. 


Installations, Tests Shown 


In laying out the magazine, V. B. 
Hooper, advertising manager, has 


Milwaukee, Wis., Nov. 1.—So en- | given much thought to making the 


thusiastic has been the reception 
given “The Louis Allis Messenger,” 
house organ of the Louis Allis Co., 
of electric motors, 


contents practical and useful to peo- 


| ple dealing in or using electric mo- 


since its inception late last year, the | 


size has been increased to 8%x11 in- 
ches, with 24 pages in two colors 
throughout. 

Besides a small amount of human 
interest editorial matter, 


ments in the field of electric motors 


“MULTILITH | 


SAVED US‘1,000..0NE 


-.»e- PAID FOR ITSELF 
IN A FEW MONTHS” 


—H. G. PERKINS, Vv. r 


Kelvinator Sales Corporation 


booklets, 


a 


Mans 


Here's a New Neon Muminated 
Kelvinator 
Es 


‘3 ‘ee 


tors. Interesting installations of the 
company’s products are shown as 
well tests the motors are sub 
jected to. In several places through- 
out the publication the company’s 


as 


| striking trade mark is featured. It 
| consists of the initials of Louis Al- 


the con-| 
tents are devoted to new develop | 


Multilith is a Multigraph product ... and is based on 30 years” experience in 
designing and building office duplicating and printing equipment. There are 
more than 50 models in the Multigraph line, including office folding machines 
and office typesetting machines. Prices as low as $115.00. 


lis in a flashing script, 
Persian characters. 
The circulation of the house organ 


resembling 


a, 


One page is designed for. 


is over 25,000 to industrial plants, 
and bears the brunt of the com- 
pany’s advertising activity. 


New Features Will Be 


Seen at Power Show 


Among the new features which are 
to be included in the 11th Annual Na- 
tional Exposition of Power and Me- 
chanical Engineering at Grand Cen- 
tral Palace, New York, Dec. 3-8, will 
be a comprehensive display of 
metals, materials handling equip- 
ment, fans and blowers, heating and 
air conditioning equipment. 

Publications serving the fields cov- 
ered by the exposition will be well 
represented by large exhibits. Book- 
ings for the show this year indicate 
a highly successful exposition from 
every standpoint. 


The Maltilith Department 
of the Kelvinator Sales 


Corporation, Detroit, Mich. 


A FEW OF MULTILITH’S MANY ADVANTAGES: 


1. Fast, easy, economical production of offset (lithographed) printing. 


2. Reduction of typesetting costs due to ability to use typewritten, hand-lettered 
or drawn copy applied directly on plate. 


3. Much lower cost of Multilith plates containing photographic or line illustra- 


tions, or hand-set type. 


4. Ability to draw maps, charts, or complicated ruled forms directly on plate. 


5. Mualtilith impressions can easily be produced on papers of varied and unusual 


finishes. 


6. Reproduction of existing printing can be done at low cost. 


7. Multilith plates can be prepared in minutes instead of hours, and occupy little 


storage space. 


8. Plates can be repeatedly used, and are easily preserved and stored. 


Multigraph 


TRADE MARK 


MULTIPLE TYPEWRITING AND OFFICE PRINTING 
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CLASS & INDUSTRIAL MARKETING SECTION 


November 3, 1934 


UNUSUAL COP 
DEVISED F 
SCREWS, NUTS 


Wood Screws Improved by 
Products Research 


Rockford, Ill, Nov. 1.—Much in- 
terest has been manifested in the 
technique used in preparing § the 
plate for a_ bleed-page which ap- 
peared in October issues of Wood 
Products and Mill & Factory for 
leo screw products manufactured 


here by the Elco Tool & Screw Cor- 
poration. The page shows 12 prod- 
ucts sharply displayed against faint 
individual backgrounds consisting 
of photographs of a inass of the type 
of screw featured in each panel, 
with no separation line apparent be- 
tween them. The effect was one of 
high attention value, and its execu- 
tion contributed an air quality 
to the products. 

The preparation necessary to 
the finished piece of copy required 
considerable care and patience, the 
mechanics of which will be appre- 
ciated by industrial advertising exec- 
utives. The idea was developed and 
completed under the direction § of 
Charles <A. Corrigan, advertising 


of 


Prints Were Pasted 


Getting together quantities of 
Klco products, they were arranged in 
four printing frames on the platform 
of a vertical camera, 


frames. 
frames 


We photographed all four 
at once, thus saving nega- 
tives. Three shots gave us the back- 
eround for twelve of the panels in 
the bleed page. One more shot was 
required for the group of all Elco 


get | 


counsel, who related the details to 
CLAss & INDUSTRIAL MARKETING as! 
follows: 


substituting | 
blotting paper for the glass in the! 


products back of the trade mark in 
the lower right hand corner. 

“Prints were made _ from 
negatives and, starting in one cor- 
ner of the page two prints were 
pasted down in correct position with 
their overlapping. <A 
blade was run along a steel straight 
the excess paper brushed awey 


these 


edges razor 
edge, 
and the two prints pasted down so 
that the joint between them could 
hardly be distinguished. 


‘After all the prints were 


came the problem of the larger il 
lustrations of the various products 
which are seen against the back- 
ground. At first we planned to use 


photographs but this meant at least 
one negative and a lot of retouching 


that would run up the cost of the 
job. Then we happened to think of 
the line-cuts of the products from 


which the layout was made, dug up 
the originals, pulled proofs and 
pasted into position. Then the black 
rectangles for the product names in 
reverse were drawn, trade mark 
pasted in position, and lower left- 
hand panel blacked in. 

“The strip on the left-hand edge 
and across the bottom of the page 
was provided to allow for trimming 
electrotypes of the original plate to 
|slightly different sizes for three pub- 
lications. Negatives were made for 
|product names and the lower left- 
‘hand panel and stripped in position, 
ithe head ‘Eleo Products’ was double 
| printed, the composition in the mid- 
|dle panel was electrotyped and 
itacked into position. That’s about 
all there was to it except patience, 
perseverance, and perspiration.” 

Conduct Research Work 

In back of Speedized wood screws, 
‘one of the items featured in the 
current campaign, is an equally in- 
teresting story of product develop- 
ment and merchandising, perhaps 
|seldom thought of in connection 
with an item generally considered 
,so common and staple. But when 
wood screws are purchased = and 
used in carload lots they assume a 
role of an important commodity de- 
serving of product research, as any 


‘other industrial product, and have 
been treated as such by the Elco 
organization. 

From the beginning of its exis- 


.. «Please send further details on your IEN-983” 


A NEW “BUY-WORD” IN INDUSTRIAL BLYiNG 


established and indicative 
OOO) to some product or 
issue. 


already responded simila 
the October issue. 


usuall 
go direct to 


direct to us 
many more 


So we say ... 
age, and IEN reaches 3 
Want some measure 
advertising 
vertising representation 
your investigation. 


ot 


During September some 1200 Industrial Equipment 
News readers wrote to us direct using that, now 
*, buying reference (IEN- 


Up to the time this ts written some 875 readers have 


That counts only those buying inquiries which come 
y two and three times as 


if in addition to circulation cover- 


the inquiry possibilities from ad 


products deseribed in the 


rly to items described in 


the manufacturers, 


),000 plant men, you also 
the etfectiveness of your 


in TIEN will well warrant 


INDUSTRIAL EQUIPMENT NEWS % 
Phe est and What's New 
teadiest gain ing cawiement PARIS wAreniats tt. : 
publication 43 the . > ue tor etfective 
! trial field @ Lee. tae nds eset 
wae er Ce eT 
th consecutive Notes... §), ron eacl 
im will won « me 0.000 nt met 
| 
} 
e . , | 
8 
: — 
In the Purchasing ’ } THOMAS’ 
Departments of a Thomas. || REGIS 
large majority of EGISTER ||| AMERICAN we 
upper rated manu- R a | MANUFACTURERS THE BUYERS MASTER "a 
facturing and mer- ‘ania a oan 
cantile concerns, all AMERICAN SOURCES OF SUPPLY 
lines, everywhere. 
ABC Authenticated Circulation 


The Only Paid Circulation in 


Its Field 


| 
| 
| 
| 


in plas e | 


— — 


WHEN SCREWS ARE MORE THAN "JUST SCREWS" 


rt Te. eS 
™ " “é 


i 
Yan 


of Elco products is enter me 
ry Gperation 
eet Pate 


Beet Manet 
reese rinses 


= 


” 


* of tia work, aed itn im 
: a by ou development of the 
Elco Speedized wwod screw, greatest wood seren improvement in 
nerly @ centery, end the new Elco matnod snd equipment bor high 
apeed, high quolity chrome pleting, As « revit of all this, Elco 
products are unexcelled, co no more then others and usuelly lem 
in your finished product MW peys yeu to buy Eleo products. 


In vestigete! 


ELCO TOOL & SCREW CORP. 


1816 BROADWAY, ROCKFORD 


be 
ILLINOIS ang BA 
‘ 


This interesting plate provided unusua! attention value and an at- 

mosphere of quality for the Elco line of screw products which have 

been the subject of considerable product research, the same as any 
other industrial product. 


tence the Elco Tool & Screw Cor- | flush with the surface, and in many 
poration had endeavored strenuously cases the driving was continued 
to maintain the highest possible | until the heads were far below the 
standards of quality, and at the | surface. 
same time to keep their prices in Sample Speedized wood screws 
line with the rest of the industry, were submitted to various manu- 
so that Elco wood screws would jus-| ftacturers for testing. Sometimes 
tify the statement “Costs no more the Speedized wood screws were 
than others—Cost less in the fin-| substituted without the knowledge 
ished product.” In addition to the of the workmen who were driving 
laboratory and development work |/them. In every instance, Mr. Cor- 
necessary to maintain these high | yigan claims, the Speedized wood 
standards, the Elco people were COn- | screws were preferred by the oper- 
tinually searching for answers to ator, their use showed the elimina- 
the question “What can we do to/tion of breakage and speeding up 
make Elco products better for the |of production. Several manutfac- 
user?” turers who tried samples specified 
When business slowed down, more | Speedized wood screws on their 
time became available for studying i next orders and one sent his entire 
product improvement. Investigation | stock of untreated wood screws 


along several lines was started. One 
branch of this work sought the an- 
swer to the question “What can we 


back to the Elco plant to have them 
Speedized 


Plan Merchandising Campaign. 


chemical treatment, which ultimately 


2 ; : could be obtained. 

received the name “Speedized. j i ; | 

One of the first requirements 

Looks Like Others seemed to be a name for the prod- 

_ . , : uct. Everybody arou , ‘ 

The Eleo Speedized wood screw ; : tl I nd the plant 

P P wrote ow e aines y ; og > 

looks just like any other wood screw ; ! te * = 1 hang Ss which came 

| > . ‘ P oO ! ( -) | 4 Sts were - 

|—it is made of the same material, et 4 et eA : ee ere com 

: . pare ‘fore % al selec yas 

it has the same head. the same pared. efore a final selection was 


’ > . P ° ¢ i. »vel] » h: : " 4 ‘ 
threads. Speedizing is imperceptible | ™4de, It developed that some of the 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York 


}to sight or touch. When the Speed- salesmen Were referring to the eased 
lized screw is started into wood, product as the “Speedized” wood 
| Speedizing leaps into action, the | SCT’. 4 waren not on any of the 
| screw “goes home” with a zip, iets, but nally adopted for the 
| smoothly, easily, and without a stop product. 
fon the way. No soaping, waxing, “Another problem remained,” Mr. 
lor other treatment by the user is Corrigan explained, “that of getting 
'required. The Speedized wood screw | Some sort of hook in the advertising 
is said to drive much easier and to pull returns. What to do? You 
‘faster than the untreated wood | can’t see Speedizing, can’t feel it 
iscrew, and because of this, break- | but, when you start driving a Speed- 
lage is eliminated ized wood screw into a block! We 
Tests were made bv drilling under- | thought of sending some free sam- 
sized lead-holes in large blocks of | ples. Not so good, they would be 
(hard wood. Untreated wood screws driven into different kinds of wood, 
were driven into some of these | different sizes of lead-holes would 
holes. Then Speedized duplicates | be drilled and the Speedized sam- 
/were driven into the other holes in| ples would get mixed up with other 


do to eliminate screw breakage, 

soaping, waxing, or other treatment Wood screws were no longer all 
, ’ * . d ’ scopews?" ‘tery ° a . . 

by the user of wood screws? After alike. Merchandising was indicated. | 

much research and many experl- | jt was decided to use a little indus- 

ments the answer to this question trial paper space, a little direct mail 

was found in the Elco process, OF |/ang whatever editorial publicity 


screws and when that happens eyep 
the makers can’t find them. If we 
could only take one of those blocks 
they had at the factory right oy; 
in a prospect's plant and let hj) 
actually drive some Speedized 
screws! 

“* small maple 
able under-sized leq 
in it. sample untreated Elco screws 
sample duplicates Speedized the 
Block with instructions! 
was the plan we decided on. So we 
Pnished the first advertisement hy 
putting a coupon in the corner 
ing the Block Test, and wo 
out a modest schedule for six 
months’ advertising including indus. 
trial papers and direct mail featur 
ing the Block Test. Hundreds of 
requests for the test were received 
giving the desired results.” 

In addition to Wood Products and 
Mill & Factory, Elco copy is also cay. 
ried by Industrial Equipment News 
and Wood-Working Machinery, 


Wood 


block with 
lead-holes «) 


Suit- 


Test, 


for 


U. S. RUBBER 
STARTS DRIVE 
FOR LAYTEX 


(Continued from Page 1) 


| trical and physical properties. The 
| same subject matter, slightly con- 
|densed, is used for the page adver- 
' tisement. 

The safety theme will be stressed 


| 
| 
{in next vear’s copy for the contract- 
| 
| 


ing and some other fields, it was 
said at the agency. The claim will 
be made that the use of Laytex 


combined with a new process of in- 
sulating, termed the dip or 
method, results in wires and cables 
that are lighter in weight and 
smaller in bulk while affording a 
| bigger margin of protection. 

The product has been used _ for 
some time on government contracts 
and by federal departments, and 
there is a great deal of performance 
data available from these sources. 
Converters will be mentioned in 
| Laytex copy and they will be other: 
wise encouraged to incorporate Lay- 
tex with their own brand names. 

The insert was scheduled for No- 
vember issues of American Architect, 
Electric Journal, Electrical Contract 
Electrical) Engineering, Elect 
cul) Wholesaling and Electrical 
World, 

Copy for the advertisement 
was sent for November publication 
to Electric Light & Electron 
ics, Kaplosive Engineer, Radio Engr 
necring, Railway Electrical Enginee’, 
Railway Signaling and Telephon 


pass 


ind, 


page 


Power, 


Engineer. 

Mest of these publications — will 
carry a page advertisement in De 
cember issues. There will also be 4 


page announcement in the December 


issue of L'ortune. 


Hegg Goes South 
W. T. Hegg, formerly 
manager of Adams & 


advertising 
Elting Com 


pany, Chicago, is now in full charge 
of advertising for the Southport 
Paint Company, division of tt 


Southern Cotton Oil Company, located 
at Savannah, Ga. 


New Mechenieal Catalog 


The American Society of Mecham! 
cal Engineers has issued the 24t! 
annual edition of the MVechanic 


Catalog. The products of 665 man 
facturers are shown in the book. Tht 
half-page unit inaugurated last yea! 
is continued in the current edition 


Webster Elected 
Forrest U. Webster, manage! 
chandising sales Cutler-Hammer. In 
Milwaukee, was elected secretary © 
the Knife and Enclosed Switch 5é 
tion of the National Electrical Mae 
ufacturers Association at their rece?! 
convention in Chicago. 


me! 


}the same block by the same man 
/with the same screw-driver. Many ee 
of the untreated wood screws broke 
before the heads reached the sur- THE FENSHOLT COMPANY 
jface of the block. Few, if any, could 
| be driven into the wood until their ADVERTISING 
jheads were flush with the surface Specialists in Sales Promotion of Electrical & Mechanical Products 
|} All of the Speedized wood screws 
° ° ° . . 1 
were driven into the block with com- 549 W. Washington a. Chicago, Ill. 
| parative ease until their heads were —— 
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STUDY METHODS 
REDUCE COST 
OF LETTERPRESS 


Patterson Tells Merits of 
Each Process 


Chicago, Nov. 1—New inventions 
will shortly reduce the cost of letter- 
press reproduction of printed matter 
of all kinds, in the opinion of De- 
Witt Patterson, general manager of 
the Rosenow Company, printers and 
engravers of this city. And these 
inventions are necessary if letter- 
press is to hold its position as king 
of the graphie arts, Mr. Patterson 
pointed out. 

Among improvements which have 
almost reached the commercial stage 
are the Tenak Base, a composition 
base Which is fastened to the plate 
without the use of tacks, making it 
possible to trim flush all around. 

tubber electrotypes are also in 
the offing, according to Mr. Patter- 
son, promising to reduce duplicat- 
ing costs from one-half to two- 
thirds. Electrical etching is another 
promised advance. In electrically- 
etched plates, the metal between the 
dots is drawn out by electrolysis, 
permitting a deeper and straighter 
etch. No acid is used. This elimi- 
nates the necessity for under-cutting, 
and results in a much higher ex- 
posed dot than that obtainable by 
iron solution etching now used. 
Electrical etching shortens the time 
required for etching, thus reducing 
costs of letterpress. 


Halftones of Celluloid 


The celluloid halftone also seems 

io be on its way to realization. In- 
stead of printing from a metal sur- 
face, the impression is gained from 
a celluloid negative, on which the 
image has been printed and etched 
om a sereened negative. It is as- 
srted that this celluloid surface is 
immune to damage. Celluloid half- 
tones which have received 100,000 
impressions apparently have — suf- 
fered no impairment of printing 
jlalities. These halftones, if found 
practicable, will cut letterpress en- 
graving costs in half, Mr. Patterson 
predicted. 

Mr. Patterson described leading 
methods of reproduction in vogue 
mong advertisers today, with their 
iivantages and disadvantages. Most 
sensational invader, perhaps, is 
planograph. 

“The demand for planograph,” said 
Mr. Patterson, “exists largely be- 
cause such work as printed forms, 
fice reports, railroad tables, and so 
forth finds in planograph a fast, in- 
‘Xpensive medium of reproduction. 
i producing an eight-page report, for 
‘Xample, the copy is typed on a sheet 
paper by a machine which repro- 
uces the copy matter about twice the 
‘ize. This is the planograph method 
i setting a page. It is possible to 
start with copy at 9 o'clock, set 
lese eight pages, and lock them on 

press, ready for running, at 11 

‘lock. And the cost is reduced in 
‘oportion to the lesser amount of 
‘Tort and time expended. 


Reproduction by Offset 


‘In offset proper, with plate-mak- 
if and printing attended to care- 
‘lly, the result can be a beautiful 
*production. Apparel Arts, a de luxe 
‘ashion publication issued to the 
‘othing trade, is an outstanding ex- 
‘mple of offset at its best. However, 
‘he cost of quality offset of this na- 
‘ire takes away its price advanage 
the main reason for its general ac- 
*ptance 

‘In the usual type of work, offset 
‘oes offer the advantages of speed 
ld lower cost. Offset does away 
with the necessity of electrotypes in 
ases where labels or forms are 
brinted so many up on a sheet. In 
"set, it costs hardly any more to 
‘iplicate twenty than it does one 
‘ecause the duplication is done with 
‘ Specially-built camera, before the 
Nate is made. This is an important 
‘aVing.”” 


INAUGURATES POWER TRANSMISSION CO-OP DRIVE 


ro WITHIN THIS SPREAO- BETWEEN THE POWER AND THE WORK-IS A SOURCE OF PROFIT IN MANY PLANTS. - pe 


“YOUNG MAN, YOU'VE PUT YOUR FINGER ON Pe a 
A COST-REDUCTION | NEVER THOUGHT OF" oo). ° OU. Oo 7 
Grbat. Seems bay ea Ss > ee 
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~*os A&A POWER DOLLAR SAVED IS A PROFIT DOLLAR EARNED 


October issues of nine industrial papers covering practically every 
industry carried the opening spread of the co-operative advertising 
campaign to be conducted by the Power Transmission Council. Fol- 
lowing three spreads, nine insertions of pages will be used. The 
program also calls for the use of traveling demonstrating equipment, 
engineering staffs, 50 schools for salesmen and an engineering 


the chief charm of gravure. Disad- Klieforth Is Vice-President 


re yee ara q > . ing ‘ > 
: : . s Universal Motor Company, Oshkosh, 
prints best on special kinds of stock. Wis., manufacturers of marine and 
Its range of surfaces, however, is | industrial engikeers, six years ago as 
greater than offset. Gravure has a sales and advertising counsel, has 
screen in all of the material to be been élected vice-president of the 
reproduced, but it reproduces both) firm. 
type and illustrators on coarse sur- _ ss 
faces in screens that range from 150 Joyce and Wardley 
to 300 lines to the inch. This pe- E h T it 
culiar advantage is due to the gray xcnange erriory 
ure principle of sinking dots below The Inland Printer, Chicago, has 
the surface of the metal plate. transte rred Charles A. \ ardley from 
Letterpress offers advantages in Chicago to New York. Mr Wardley 
‘ takes the territory hitherto covered 
causes where the message combines | py wWipiam Joyce, who has returned 
type with individual illustrations. tg (Chicago to resume contacts with 
Changes in both are easily effected, | western advertisers. 
and individual halftones may. be 
lifted out for use elsewhere. Plates 
in letterpress may be screened to 
reproduce on a variety of stocKs and 


United Advances Two 

mB. C. Gardner, vice-president in 
. |charge of machinery sales for United 
because letterpress reproduces di- Engineering & Foundry Company, 
rectly from the printing plate, more Pittsburgh, has been made vice-presi- 
accurate values of the original copy | dent in charge of sales. 
are obtained. This is especially true Horace Mager, formerly in the roll 
in color work. Letterpress equip-| sales department for the company, 
ment is versatile and varied enough | now supervises the roll and. steel 
to handle practically any physical |.casting sales division. 
form the sales message may take. i oe ee 


Hyland Changed 


committee. 


Offset has its disadvantages also, 
the expert pointed out. Chief of 
these is the grey tone in the printed 
result, due to the impression ot 
being transferred from the plate to 
a rubber roller and then transferred 
on to the paper again. It is difficult 
to carry enough ink in the trans: 
ferring surfaces to make the final 
printed result black. 

“Recognizing this fault,” Mr. Pat- 
terson explained, “offset printers 
have set out to overcome it in the 
making of their plates. They have 
etched the image to be reproduced, 
so that it is sunken below the sur. 
face of the plate. This enables the 
plate to carry a little more ink than 
it could on its previously almost-flat 
surface, and gives the paper impres- 
sion a blackness and richness never 
approached by the old process. The 
disadvantage of offset is that a new 
plate is necessary if a scratch occurs 


on the plate or if an error is made | 


in layout, pictures or type matter. 
There is another disadvantage, too, 
in the fact that imprinting of in- 
dividual names is not possible in 
offset as in letterpress. 


Position of Gravure 


“Gravure is another strong chal-— 


lenger. Its introduction into the 
printing field came as a result of 
the adoption of the gravure prin- 
ciple by the textile printing industry. 
Having been used successfully to re- 
produce deep, rich colorful patterns 
on fabrics, gravure was soon recog: 
nized by the printing field as a pic- 
torial and photographically faithful 
method of printing. 

“It was introduced into the United 
States, in 1912, by the New York 
Times. which printed an entire sec- 
tion of its newspaper in gravure. As 
press equipment became available, 
and as the process was improved, 
other newspapers adopted the idea, 
and gravure became an accepted pic- 
torial process of reproduction. 

‘Because most of the development 
of gravure printing was confined to 
the newspaper field, its commercial 
possibilities did not reveal them- 
selves until the introduction of the 
sheet-fed gravure press. This equip- 
ment made it possible to print on 
sheets of paper instead of on rolls. 
The advent of sheet-fed gravure 
opened up an entirely new field for 
gravure printing in the production of 
advertising literature. Its brilliant, 
sparkling reproductions, its pictorial 
value, and its deep duotone effects 
lent themselves beautifully to the 
production of brochures, broadsides, 
inserts, and many other forms of 
printed salesmanship.” 

Summarizing Mr. Patterson said 
that offset offers the advantage of 
low price and great speed, especially 
in the branch called planograph. On 
the other hand, changes cannot be 
made easily, nor can single units 
be lifted out for other use. There 


are certain limitations in stock, best | 


results being secured with paper 
produced for offset work. Since off- 
set is a double-transfer method of 
printing, there is a tendency for 
tonal values to become gray. Offset 


is chosen largely for lower costs and | 


faster production. 


Beauty of pictorial reproduction 1s| Company, Trenton, N. J. 


Law Joins Thermoid 


sales organization of 


Howard Law, formerly operating | Corporation and Empire Sheet & Tin 
his own advertising agency in Phila-)Plate Company, with offices in Day- 
delphia, has been appointed advertis-| ton, O.,.has been named manager of 
|ing manager of the Thermoid Rubber | sales for Empire Sheet & Tin Plate, 
with headquarters in Mansfield, O. 


Charles L. Hyland, for veurs in the 


From Pilot 
Plant to 


Production 
Unit 


Mr. Advertiser, watch this critical stage of development 
in the process industries. It’s your big chance for important 
sales. 

The new product- new process—was born in the laboratory. 
It showed profit possibilities. Next, it was tried out in the small 
pilot plant and met all the tests. 


Now the men who brought it into existence and have nursed 
it through its early life are tackling the next stage. They are 
lining up equipment and materials for the full seale commer- 
cial production unit. Investments will increase perhaps 2,000%. 
Everybody who knows the new process—-research men, chem- 
ists. and engineers—are working together to iron out the kinks 
and get into profitable production as soon as possible. 


INDUSTRIAL and ENGINEERING CHEMISTRY has: sup- 
plied the basic facts. It has contributed fundamental informa- 
It has 


supplied invaluable facts and data obtainable nowhere else. 


tion on engineering design and on process operation. 


Mr. Advertiser, INDUSTRIAL and ENGINEERING 
CHEMISTRY will sell all these men for you and it will take 
care of your interests up in the front office as well. It will give 
you the largest coverage of men, plants and buying power in 
the process industries. 


ee - ‘ 
A. B. C. OF COURSE—15,000 


Industrial and Engineering Chemistry 


Advertising Department 
330 W. 42nd St., New York 


CHICAGO SAN FRANCISCO 
706 Straus Bldg. 500 Howard St. 
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How New Viewpoint 
On Photographs Is 
Pulling More Sales 


HEN Professor George H. Gal- 

lup made his now famous sur- 
vey of newspaper reading habits, he 
found that the picture page was the 
feature of most universal interest. 
Both sexes manifested such keen in- 
terest in actual .photographs of the 
men and women figuring in the daily 
news that the picture page stood su- 
preme among all of the numerous 
features found in the modern metro- 
politan newspaper. 

General advertising agencies of the 
country and their clients took Dr. 
Gallup’s reports very seriously and a 
large part of the consumer advertis- 
ing which has since appeared in the 
public prints has reflected the desire 
of these agencies to meet the sup- 
posed demand of the public for na- 
ture unadorned. 

It is a question in the minds of 
many keen students of advertising 
trends whether this wholesale abdi- 
eation in favor of photographs has 
not created a major opportunity for 
other forms of illustration. 

Whether or not this is true, the 
fact remains that while there is un- 
doubtedly a deep latent interest in 
photographs, many of those used 
both in the news and advertising col- 
umns of periodicals of all kinds are 
poorly conceived and do not take full 
advantage of the possibilities. 


Generalities Are Dangerous 


In other words, the statement that 
photographs are the most interesting 
feature in a publication is a general- 
ity which is extremely dangerous to 
the advertising manager with the 
task of getting widest possible read- 
ing of his copy. The question which 
constantly confronts him is, “Is this 
particular photograph the best that 
eould be made; and has the engraver 
borne his share of the burden by 
making the best possible halftone 


— ee - —_ 


,from the available print, bearing in 


mind the mediums to be used?” 

The Eastman Kodak Company, of 
Rochester, N. Y., which makes both 
cameras and film, has evidently 
shared the opinion of many advertis- 
ing men that while photographs pos- 
sess great latent possibilities as illus- 
trations for advertisements, users 
have not been taking full advantage 
of their opportunities. In other 
words, many of the photographs ap- 
pearing in advertising were mere 
shadows of what they might have 
been. 

Eastman’'s answer to this situation 
was to issue a series of brochures on 
the art of photography which virtu- 
ally constituted a text book on the 
subject. Starting as a monthly, with 
a price tag of 50 cents attached, “Ap- 
plied Photography,” as the book was 
called, has been issued somewhat 
less frequently during the last year. 

The foreword of each issue says in 
part: 

“Applied Photography is a source 
book of examples showing how to 
use photography effectively in your 
business or profession. Free distri- 
bution of the magazine is limited to 
business executives, and the list is 
specially selected according to the 
contents of each issue. Any com- 
pany will be placed on this selective 
list on request for such issues as 
bear most directly on its field of 
work... 


Usefulness of Photos 


“You are cordially invited to write 
to the Eastman Kodak Company for 
further information on any of the 
subjects presented in Applied Pho- 
tography, or on any subject related 
to the application of photography in 
advertising, sales, visual instruction, 
engineering and research work. Such 
inquiries will receive prompt atten- 


BAKERS like KOESTER 


make 


“BUYING POWER” 


Cireulation.... 


The E. H. Koester Baking Company of Baltimore oper- 
ate 13 ovens, 104 trucks, like the one shown, and employ 


300 people. 


They are just one of the live and growing 
bakeries you can reach thru BAKERS’ HELPER. 


They 


and many like them are regular subscribers to BAKERS’ 


HELPER. Koester’s 
HELPER since 1899. 


Census figures show that 


have been reading BAKERS’ 


7,775 bakers do 90.6% of the busi- 


ness. To reach bakers of real importance you need the seg- 
regation BAKERS’ HELPER obtains for you. Its circula- 
tion parallels these figures and is all obtained without 
premiums or extrancous offers. 

If you are anxious to sell bakers of the caliber of the 
EK. H. Koester Baking Company, tell your story in BAK- 


ERS’ HELPER. 


There it will be seen and read. 


There it 


will help you get your share of the business to be had from 
this $1,250,000,000.00 baking industry. 

Use BAKERS’ HELPER to tell your story to the pro- 
gressive wholesale, house-to-house and retail bakers who 
can buy and who are worthy of sales development. 


Send for a copy of “Baking 
Industry Facts and Figures’ 


and sample pages from 


| ae a Kersten BAKER 


.  BAKERSHELPER 


“Baking Industry Blue Book.” 


A MAGATINE + BAKERY PRACTICE -y MANAGEMENT 


yy i) 

® (yy 
330 So. Wells Street 
Chicago - - Illinois 


OLD AND NEW CATALOG PAGES 


Using the High Temperature Filter 
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Here are two pages from catalogs of Republic Flow Meters, the right 
dette new style of illustration and layout. 


tion by the proper technical service | the requirements of the advertising 
departments of this organization.” man into pictures that would sell. 

This brass-tack effort by Eastman| In spite of this, however, Mr. 
to stimulate wider use of photog-| Stoetzel had a lurking suspicion that 
raphy by correcting flaws noted in| his photographs could be improved, 
the employment of photography is in both from the artistic and sales view- 
itself a highly significant example of | Point. 
the mental processes of modern mer- 


chandisers. Even more provocative | After digesting the points made by 


is the use made of this material by | ,, : i , : 
an alert industrial advertising man-| “PPlied Photography,” he went ne 
anor. | conference with» his photographer, 
ee ee a ee with the results indicated in the ac- 
vertising of Republic Flow eteee | eee ee geen 
Company, of Chicago, manufacturer only sevehetioniond illustrative pro- 
of industrial instruments. In spite cedure, but adopted a modern type 
poagy Moog ee eae cae \face, used a more attractive layout, 
’ ' afabe ee re white space. 
nent of the open mind in advertising. | pte Bao By ge osc: A a as 
He believes not only in maintaining | \ocsiple from the traditional concep- 
a receptive attitude to new ideas, but ltion of a catalog, which is that it is 
-|merely a reference book and there- 
| fore need not be especially readable. 
The new pictures cost somewhat 
more than the old ones, but this ex- 
pense, according to Mr. Stoetzel, was 
offset by the lower cost of cuts—he 
had formerly gone in heavily for out- 
line halftones—and elimination of re- 

touching costs. 

Do these photographs pay in larger 
sales? Mr. Stoetzel thinks they do. 
“Our current photographs are 
more natural than the old ones,” he 
said. “They are more attractive and 
catch the eye more quickly. It is ob- 
vious that they have had no commun- 
ion with the artist and are there- 
fore faithful illustrations of our 
products. For this reason, they in- 
spire more confidence in the reader. 
ee | “In a word, the photos carry the 
This is the way a block would be | stamp of authenticity. For this rea- 
photographed by many “experts.” | son, as well as their greater atten- 
| tion value, they possess more per- 
suasiveness—more sales punch. We 
have already had ample demonstra- 
tions of this fact and we intend to 
continue our explorations of the pos- 
sibilities of photographs—possibili- 
ties which we believe have been far 
trom realized in the industrial field.” 
It should be added that good photo- 
graphs do not always result in good 
halftones—that there is a great dif- 
ference in engravers and their treat- 
ment of subjects. That, however, is 


Applying New Principle 


FIRST SHOT 


| 
| 
| 


if need be, in going out in search of 
them. 

What about photography? Should 
the industrial advertising manager 
undertake the assignment of becom- 
ing a technical expert in this subject, 
in addition to his knowledge of the 
intricacies of type, layout and copy? 
Mr. Stoetzel was not sure about this. 
He had had his illustrations made by 
a professional photographer, who, 


presumably, was able to interpret «a story for another time. 


LIGHT MAKES DIFFERENCE 


| 


This is the same block shown in the other halftone. 
difference is in the lighting. 


The only 
From “Applied Photography." 


SPORT PICTURES: 
GIVE NEW TURN 
TO OLD STORIES 


Effectiveness Depends on 
Logical Tie-up 


Chicago, Nov. 1.—The obvious 
principle that the attention of the 
prospect must be won before any 
selling can be done may account for 
the large volume of advertising now 
appearing in industrial papers in 
which a sport scene bids for the in- 
terest of the reader. 

In almost every case the adver. 
tiser, after capturing the fleeting at. 
tention of the casual reader, draws 
an analogy between the efforts of the 
highly trained athlete and the ma. 
chine or product he is gelling, lead. 
ing the buyer naturally into a con. 
sideration of its merits. How logic. 
ally this is done usually determines 
the effectiveness of the device. 

Fairbanks, Morse & Co., Chicago, 
took the reader back to the old swim- 
ming hole in a recent advertisement 
in behalf of its pumps. The tie-up 
was a logical one, for the company 
explained that “every boy who ever 
jumped off the bank into the old 
swimming hole knows one important 
fact about liquids. You can ‘knife’ 
into a liquid easily, but don’t strike 
it with a flat surface.” How this 
principle is applied in the manufac- 
ture of F-M Perfection rotary pumps 
provided the remainder of the story. 


Use Football Game 


A crucial moment from a great 
football game gave the Cleveland 
Twist Drill Company an _ opportu- 
nity to tell an interesting institu. 
tional story recently. The caption 
was “Teamwork,” and it allowed the 
company to emphasize that team- 
work is no less important in a fac- 
tory than on the football field. 

Goodyear Tire & Rubber Company, 
Akron, O., may have been inspired 
by the recent heavyweight champion- 
ship battle when it used a fight scene 
to drive home to readers of a long 
list of business papers the fact that 
its new G-3 tire can “take it.” 

The game of pocket billiards, nee 
pool, might be thought to have lit- 
tle in common with a road roller, 
but Austin-Western Road Machinery 
Company, Chicago, drew such a par: 
allel in a recent advertisement. The 
picture of an expert ready to make a 
difficult masse shot was shown in 
juxtaposition to the Austin-Western 
Roll-A-Plane. The comparison has 4 
scientific basis, the company explain: 
ing that the same “spot pressure” 
which makes it possible to curve 4 
pool or billiard ball has been applied 
to road-building by the machine. 


Some Other Tie-Ups 

Also, the Norfolk and Western 
Railway used an unusual photograph 
of a chess game in one of its adver 
tisements, but after winning atte 
tion, failed to sustain the interest. 
Its point was that “precision trans 
portation checkmates time and dis 
tance.” 

The Owens-Illinois Glass Company 
did better with a horse racing pho 
tograph in which a desperate stretch 
drive is pictured. The caption, “Out 
in Front” was not particularly im 
pressive, but the company added 
point to the copy by explaining that 
“glass-packed foods are not only out 
in front in sales. but out in front 
in almost all retail stores,” referring 
to the fact that many dealers give 
such lines favored display. 

Natural Products Refining Com 
pany, Jersey City, failed to make 4 
convincing analogy in giving 4 
yachting scene dominance in a Te 
cent advertisement. The caption 
“Yachtsmen were all agog 25 years 
ago” may have aroused the interest 
of the reader, but the company’s tie 
up was rather lame. It merely made 
the point that “times, as well 4§ 
boats, have changed,” and followed 
with the assertion that it has insth 
tuted many improvements in /§ 


products in 25 years. 
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tract attention, odd size folders|out, I am sure that it can be made St ] B sports comment under the title, 

RECT MAIL which require a course in calis-|of greater service to the buyer and | ee eer “Kings and Queens of Sport.” 

thenics to find out what it’s all about | thus form a part of a well executed | Newspaper advertising, which ap- 

and which, when spread out, cover |sales campaign, which every indus- | Barrel Effort peared on sports pages, called at- 


SHOULD GIVE 
FACTS: KELLEY 


Says Purchasing Agents 
Want Information 


Boston, Mass., Nov. 1.—What the 
industrial buyer wants in direct mail 
matter is specific, concrete informa- 
tion about new materials or new uses 
for old materials, which will help 
him in carrying out the main func- 
tion of his job, which is to buy with- 
out prejudice, seeking to obtain the 
greatest maximum value per dollar 
of expenditure. That was the mes- 
sage of a purchasing agent, Robert 
Cc, Kelley, of Converse Rubber Com- 
pany, Malden, Mass., and _ vice- 
president, New England Purchasing 
Agents Association, delivered before 
the industrial departmental of the 
recent Direct Mail Advertising Asso- 
ciation convention. 

Mr. Kelley based his talk, “What 
the Industrial Buyer Wants in Direct 
Mail Advertising,” on his experience 
of 16 years in material control work 
and eight years as a purchasing 
agent. He is convinced in his own 
mind that the industrial buyer does 
want and needs direct mail advertis- 
ing, and that filled waste baskets are 
the fault of the methods employed 
rather than any basic defect with the 
idea. 

“Contrary to the general impres- 
sion, industrial purchasing agents 
are sales minded,” Mr. Kelley as- 
serted. “If we give the subject a 
little thought, we come to the con- 
clusion that they cannot help being 
30, because day after day they con- 
verse with all kinds and types of 
salesmen and sales managers who 
employ various kinds of sales tech- 
nique. 

Salesmen Need Help 


“The trouble with many sales poli- 

ies in the past has been that too 
much stress had been laid on the 
salesman himself and not enough on 
the things which help him to get 
business and what is more impor- 
tant to hold it, namely, quality of 
merchandise, and service. 

“I recall several years ago, I was 
in the market for a carload of a 
commodity from the Middle West, 
the producers of which do not have 
local offices but traveling men from 
the home office. One of these sales- 
men arrived the day after I had 
placed the order, and when informed 
of the fact regretted that the other 
man had got in ahead of him. When 
| informed him that there hadn't 
jeehk any man call from the concern 
who got the order and that we did 
business by mail, he expressed sur- 
Yet the incident was not an 
‘xception, in fact I would say that 
lt was typical of many industrial 
ders placed today. 

“Probably the average time spent 
2 a buyer’s presence by the sales- 
man is not over ten minutes. It is 
impossible for a salesman to present 
ll the facets and information about 
lis produet during those brief con- 
‘acts. Direct mail is the logical an- 
‘wer to building up sales contacts 
ad keeping the buyer informed 
‘bout the products offered.” 

Direct mail is, therefore, valuable 
‘0 the buyer, he said, for the follow- 
Ng reasons: 

‘a) Keeps him informed about new 
Naterials as they come on the mar- 


ket 


nri 
piise 


‘)) Keeps him informed about new 
urees of supply. 
‘c) Keeps him informed of price 
hinges, market conditions, etc. 
') Adds to his reference library 
atalog file up-to-the-minute in- 
‘mation which helps him service 
engineering and production de- 
Martments better. 
uch of this information he likes 
‘le away for future reference. 
*retore, the 8%x1l-inch size is the 
' medium for the industrial buyer. 
~ “in be in a single sheet or a 16- 
“ase tolder or booklet, but the filing 
s important. 


Flashy and tricky methods to 


at- 


the whole side of the desk, were not 
recommended. 

“Reprints from magazines are a 
waste of time,” Mr. Kelley declared. 
“We read the industrial papers very 
thoroughly and to receive under 
sealed postage a reprint of a good- 
will advertisment is only an aggra- 
vation. This also goes for common 
types of consumer advertising with 
illustrations of plants, trademarks, 
etc. Mailings with too many sam- 
ples such as advertisements of label 
concerns who enclose enough labels 
of various types so that they drop 
all over the place are poor presenta- 
tions from the industrial buyer's 
point of view. This also goes for 
blotters, one-month calendars with 
bathing beauties and nudist art sub- 
jects. 

Questions Use of Enclosures 


“Since the increase in postage sev- 
eral years ago, many concerns, to 
the constant annoyance of the indus- 
trial buyer, adopted the practice of 
stuffing theic invoice envelopes with 
circulars. If they ever stopped to 
analyze the practice, they never 
would have adopted it. 

“The first thing the buyer tackles 
in the morning is the mail. An in- 
voice of merchandise he has bought 
is a very important document to him. 
It is the life blood of his department. 
It tells him that a shipment was 
made, it tells him how much was 
shipped, how it was shipped, and re- 
inforces in his mind the extent of 
the committment in money. Direct 
mail advertising which comes under 
separate cover is set aside with per- 
sonal mail to receive attention later 
after the invoices are started along 
on their routine course. What hap- 
pens to the stuffers that are messed 
in with the invoices? They form the 
ballast or the bottom layer of the 
waste basket contents, 

“Probably the next most important 
factor which helps fill up the waste 
basket is the needless and annoying 
duplication of mailings. I am not ex- 
aggerating when I say that hardly 
a day goes by which does not bring 
from two to six pieces of the same 
mailing to my desk, some of them 
addressed to executives who have not 
been with us for ten years, some of 
them addressed to the company, and 
often at least two addressed to me 
with a variation in the spelling or 
initials of my name. 

“T realize that this is a problem in 
direct mail advertising which is not 
easy to solve completely. Granted 
that it is hard to keep lists up-to- 
date with the changes in personnel 
which have occurred in the last few 
years, I am, nevertheless, forced to 
come to the conclusion that the ma- 
jority of direct mail advertisers do 
not make the effort to keep their 
lists in order. 


Revision of Mailing List 


“I do not recall receiving one sin- 
gle request this year for information 
as to the correct names for a mail- 
ing list. If I had, I am sure I would 
have remembered it and would have 
gladly complied with the request, so 
great is my annoyance at these dup- 
lications. I do think it is too much 
to ask the buyer to sit down and 
dictate a letter requesting such re- 
visions, but I am sure that a self- 
addressed post card would bring a 
high percentage of responses. 

“Timing of mailings is an impor- 
tant consideration often overlooked. 
Direct mail which arrives on the 
second or third delivery is bound to 
receive more attention than that re- 
ceived on the first mail. Similarly, 
Monday morning deliveries are bur- 
dened with a heavy mail as most of- 
fices do not open on Saturdays nowa- 
days. 

“Another annoyance to the pur- 
chasing agent,” he said, “is to re- 
ceive a mailing intended for pros- 
pects from a concern with whom he 
is already doing business, especially 
if it portrays information about a 
product he is using. This is just an- 
other example of lack of care in mak- 
ing up mailing lists. 

“Direct mail is one of the most 
important mediums of advertising de- 
signed to reach the industrial buyer, 
equal in importance, I would say, 
with the trade press,” Mr. Kelley 
said in conclusion. “By avoiding 


some of the pitfalls I have pointed 


trial purchasing 
as we are through our own concerns 
sellers as well as buyers.” 


“Motor Transportation” 
Enlarges Its Territory 


Motor Transportation, a news mag- 
azine published in the interests of 
the commercial motor traffic industry 
of the Pacific Northwest, will, 
its December, 193 
territorial coverage to include Wash- 
ington, Oregon, Idaho, Montana, Wy- 
oming, Utah, California, Arizona, 
New Mexico, Nevada and Colorado. 


Colter Rule Made Director 


Colter Rule, Cincinnati manager 
for the Champion Coated Paper Com- 
pany, Hamilton, O., has been ap- 
pointed a director of the National In- 
dustrial Advertisers Association for 
one year, succeeding William E. Mc- 
Fee, American Rolling Mill Com- 
pany, Middletown, O., because of his 
election as third vice-president of the 
national organization. 


Gets U. S. Tool Account 


Rickard and Company, Inc., New 
York agency, has been appointed to 
handle the advertising of U. S. Tool 
Company, Inc., Ampere, N. J., mak- 
ers of automatic machines, die sets 
and accessories. 


with | 
, issue extend its | 


agent appreciates, | 


Will Continue 


York, Nov. 1.—The eight or 
nine steel fabricating companies 
which organized in mid-summer as 
Associated Manufacturers of Steel 
Beer Barrels to sponsor cooperative 
advertising on this product are 
pleased with results of the first cam- 
paign and plan to resume 
larger scale next February. 

Arrangements for the advertis- 
ing drive hastily organized after the 
equipment buying season was well 
advanced were in the hands of Glenn 
W. Bittel, of Cleveland, commis- 
sioner of the association; Sutton 
News Service and Chas. J. Cutajar, 


New 


on a 


ithe latter directing publication ad- 


vertising. Weekly advertisements 
of 50 lines appeared in 16 papers in 
New 
from July 26 to September 13. A 
15-minute program was broadcast 
for 13 weeks over one station 
each of these cities. Field work in- 
cluded circulation of an elaborate 
booklet and the exhibition of a mo- 
tion picture to brewers’ organiza- 
tions and trade gatherings. 

The radio advertising 


featured 


York, Chicago and Pittsburgh | 


in | 


tention to the radio program 
mentioned the booklet. 
Practically all the sponsoring 
manufacturers were running reg- 
ular schedules in publications for 
brewers and dispensers of beer at 
the time the cooperative campaign 
was decided upon. These mediums 
were not included in the associa- 
tion’s schedule as it was thought 
the individual copy was sufficient for 
coverage. There was also the fear 
that if cooperative copy was used 
in the brewing publications indi- 
vidual effort might be discouraged. 
The greatest resistance to steel 
beer barrels comes from the dis- 
pensers. It is based chiefly on a 
variety of minor handling difficulties. 
The dispensers were easily con- 
vinced that the use of steel barrels 
made no difference in flavor, once 
it was explained to them that both 
wood and steel barrels must be lined 
‘with brewer’s pitch to protect the 
quality of the contents. 
Wood barrels, it is contended have 
|some tendency to shrink, and this 
‘fact has been turned into a potent 
|argument by pointing out that the 
dispenser who specifies delivery in 
steel barrels is sure of getting full 
| measure. 


and 


SIX COUNTS 


ROADS 


FIRST 
FIRST 
FIRST 


ficials. 


FIRST 
FIRST 


Second (and a very 


Pittsburgh advertising agency 


studying it. 


GILLETTE 


GILLETTE PUBLISHING CO. 


WATER WORKS & SEWERAGE 
ROADS AND STREETS 
MIDA'S CRITERION 


acknowledgment 
Township Officials. 


Ix the largest survey” of its kind ever made, the 
results showed that among monthly publications 
in the highway field, Roads and Streets was— 

as the most widely read publication. 


in reader preference. 


in both reader acknowledgment and 
preference among State Highway Of- 


in both reader acknowledgment and 
preference among County Officials. 


in both reader acknowledgment and 
preference among Contractors. 


close second) in reader 
among City and 


“This survey was independently made by a prominent 


You 


for one of its clients. 


cannot afford to plan your 1935 schedules without first 


If you have not received your copy, send for it at once. 


AND STREETS 


GPC 


PUBLICATIONS 


400 W. MADISON ST. 


SPORTING GOODS JOURNAL 
MOSAICS AND TERRAZZO 
OlL AND SOAP 


POWERS' ROAD AND STREET CATALOG AND DATA BOOK 


CHICAGO, ILLINOIS 
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12 CLASS & INDUSTRIAL MARKETING SECTION 


November 3, 1934 


a 


PROBLEMS 


in industrial advertising and marketing 


WwW 
CONDUCTED by KEITH J. EVANS 


ducing and explaining about the com- 
pany he represents. 


Working Copy 
vs. Lazy Copy) 


As you know we have several 
different departments in our business che 
but all of them are selling in the are not willing to pay very much for 
same market. them. They debate for some time be- 

Our president likes to see large il-| fore spending $500 for a badly needed 
lustrations, little copy and plenty of |repair and consequently the intangi- 
white space. However, each depart- 
ment manager wants at least any- 
where from one-quarter page to a 
paragraph about his own line. talks made that tend to take general 

Have you any information on how | industrial advertising out of the 
companies are meeting this type of |realm of the intangible and crystal- 
situation? lize it into tangibles that even con- 

ADVERTISING MANAGER, vince those that do not want to be 
convinced, 


These are intangibles that manage- 
ment is willing to accept, but they 


bles have an even more difficult time. 


There is a great deal being said 
these days about working copy vs.| One of the best current presenta- 
lazy copy—a pretty picture and ations on this subject has been pre- 
few words being termed “lazy copy” | pared by the MeGraw-Hill Publishing 
while a page chuck full of all kinds|Company on the subject of “Manu- 
of information is called a “working facturing Customers.” It begins by 
page.” ° discussing the problem of manufac- 

It seems to us that it is better to | turing products how hand methods 
strike a happy medium by continuing |#"@ being superseded by machine 
to use the attention-getting illustra-|™ethods. Then it compares this sit- 
tion, and, if possible, to drive home | Uétion with the problem of manufac- 
your general theme story but use turing customers indicating that you 
less space for it. Take a slice off ™4y manufacture them = by hand, 
the side or bottom of your page to Which is the old-fashioned and costly 
cover the various lines, and in this Method or you may use some new 
way take care of those who are look- |@nd modern tools to help increase 
ing for additional information as | the speed and lower the cost of pro- 
well as those who glance and run. duction. It then gets into the sub- 
ject further by indicating that just 
2 2 he : 

a advertising is not enough—that con- 
Manufacturing Customers vincing and informative copy must 

I suppose it is rather primary to} be used, whether it is for an adver- 
ask help in selling advertising to our |tisement in one of their papers or a 
executive committee. However, this | direct mail campaign. 
is my biggest problem today, and I | 
would appreciate it if you could give | ; ; 
me some ideas as to how others are | 42 get one of their representatives 
doing this. |to go over this presentation with 

ADVERTISING MANAGER, | YOU. 


It is all very well to say that ad- | . 2 * 


vertising makes a concern well and | Agile Advertising Manager 
favorably known—that it backs up 
the salesman in his selling—that it 
saves the salesman’s time because he | py the codes. Our general manage- 
does not have to spend time intro-| ment does not seem sure of its 


; Our company is one of those that 


MORE NEWS IN 
Advertising Age 
Than Any Other Publication! 


Read your own copy, and be sure of hav- 
ing the latest information on all advertising 


developments all over the country. 
$1 a year Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 


year. 
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City 


Many lectures have been given and | 


You will be greatly helped if you | 


|have been very definitely hampered | 


ground from day to day on account 
of changing conditions. 

This makes it rather difficult for 
the advertising and sales promotion 
departments to plan work in advance. 
In fact we cannot plan more than 
30 days ahead at the present time 
and personally I am not at all satis- 
fied with results. What would you 
suggest ? 


ADVERTISING MANAGER. 


From your letter we take for 
|granted that you have been very | 
methodical and that it has been your | 
custom to work well in advance on 
}everything. While this is to be pre- 
|ferred, there are some compensating | 
advantages in building month by | 
}month as it enables you to take care | 
lot changing conditions and run more | 
i}current, newsy copy. 


Incidentally, some advertising man- | 
agers we know are adding to their 
jactivities by helping clear up these 
general market situations in addition 
ito handling the work of their de- 
partments. Perhaps after working 
/on some of the underlying factors 
}you will be even better able to han- 
ldle your company’s advertising. 


v v v 


Making It Easy to Buy 

We believe we have been doing a 
rather good job of advertising, but 
we do not believe we have been get- 
ting our share of the business. The 
advertising is subject to criticism. 
On the other hand, it may be that 
the sales department should accept 
a certain part of the criticism. 

What do you think? Complete 
campaign is sent under’ separate 
cover, 

ADVERTISING MANAGER, 


All of your advertising looks good. 
However, it is difficult to determine 
whether the arguments used are of 
interest to a field with which we are 
not particularly familiar. 

There is one question we would 
like to ask—and that is are you mak- 
ing it easier for your customers to 
i} buy from you? Oftentimes both sales 
|and advertising departments may be 
learrying on in very good shape, but 
there are distributing problems, cred- 
{it problems, ete., that are forming 
| barriers and not permitting you to 
| 
| 


get vour full share of the business. 

You do not send a copy of your 
catalog. Is your catalog Clear and 
complete? Does every buyer have 
one so that he may refer to it when 
in the market? If desirable, have 
you order books for your customers? 
Is your data and service literature 
complete? Do you offer the same 
credit terms as competition? Is your 
service prompt and installation in- 
formation adequate? 

So many times a concern that has 
particularly effective sales and ad- 
vertising departments falls down on 
one or more of these other features 
which are so important in the main- 
tenance of sales volume. 


7, *F F 


Follow-Through 
Most Important 


We have made up quite a check 
sheet in our advertising and = sales 
promotion department in order to 
make sure that we are covering 
everything that ought to be done so 
that no better ideas may be over- 
looked. 

Will vou please review this and 
make any comments which may oc- 
cur to vou? 


ADVERTISING MANAGER. 


We have reviewed vour check sheet 
rather carefully and have no addi- 
tional recommendations to make. 
You seem to have covered everything. 
Perhaps you have covered too much 
although we imagine you will not go 
in very strongly for everything that 
is listed. 

We tind that one of the most im- 
portant factors in the successful ad- 
vertising and sales promotion depart- 
ment is the follow-through. You may 
be engaged in doing a little bit of 
everything, but follow 
clear through, even overlapping into 
the sales department, vou are not 
promoting and economizing the gen- 
eral sales job as much as vou might. 


unless you 


Any New Stunts? — 
Ad-ltorials Are New 


In last month's column the question 
jot new methods of attracting attention 
| were discussed, but we did not men- 
tion “Ad-Itorials.”. Grant Armor, ad- 
vertising manager of The Electric 
| Journal, writes as follows: 


| photographs are so poor that when 
reproduced in a magazine will look 
es very gray and dead. If greater care 
Cheap Ove would be taken in securing good orig- 
a inal photographs with everything in 
. the picture cleaned up and plenty 
wr — of light used, photographs would 
prove very satisfactory. 

On the other hand, quite occasion. 
ally you may have a feature or two 
which only a drawing or 
tional view will cover. Because of 
the opportunity for emphasis good 
drawings are in demand Howey 

; af if you can get your emphasis in a 
ae) photograph even if occasionally yoy 
aA, have to touch up certain parts of it, 


ivou will be served at less cost. 


CYOSS-Sec- 


vgs 
_ Shipping Identification 


I have suggested that we have a 
special colored tag to identify our 
shipments, but as this costs a little 
more money, the shipping depart- 
ment does not approve. What are 
other companies doing along. this 
line? 


INDUSTRIAL MARKETING a Comment of 
yours on ‘any new stunts.’ I just 
want to call your attention to some- 
thing that The Electric Journal is 
doing that is probably the oldest 
form of advertising, but, which, in a 
sense, is a new stunt and which is 
proving unusually effective. This 
new thing we call Ad-Itorials and is 
advertising in an editorial form. It We 
is very definitely headed ‘advertising’ | onough interest taken on the part 
so that there is no camouflage and RS EE 7 era oe 

the reader knows he te reading some ol advertising and sales departments 
thing for which the manufacturer |!" the appearance and identification 
has paid. of their shipments. 

“We find that the men who read A comparatively tew aggressive 
The Electric Journal, that is, engi-|}companies prepare special colored 
neers, want to know details of things | shipping tags, use different colored 
they are interested in and as a con-|¢ontainers, or in other ways espe- 


sequence after three years of experi-|_. : ra : 
: . cially identify their product. 
menting, we have reached the con- y identify their | luct 
some 


clusions that a definite form of Ad- companies are now using 
Itorial is much more thoroughly read |their own name or trade mark on 
by many more of our subscribers|the seals which hold the tensional 
than the usual display, steel strapping around each ship- 
“Engineers want to know all about |ment. This is a rather neat as well 
a product and yet none of us seem] as 4 practical means of identification 
to want to read a great deal of type i tee Sate Snore ere Caan Ce 
matter in a display ad but being more |“ it usually remains intact after all 
accustomed to reading editorials we |!#bels and tags have been torn away, 
find they will read Ad-Itorials when 
it is used in an editorial form. I 
thought this might be interesting to 
you and to your readers.” 
Ad-Itorials may not be entirely new 
as Grant Armor writes but The Elec- 
tric Journals treatment is new and 


i e > aS j . i 8 
interestin quiries, but the sales department 
Many magazines have prepared | does not seem to be able to close a 
special editorials for various compa-|reasonable percentage. This has 
nies and charged for them at so much | Caused the sales department to indi: 
a page. Then later reprinted the | ©#te that perhaps the inquiries are¢ 
‘ : Eice > 10t up to par or P fe are going 
editorial within the cover of the mag- ” I per oO that we are going 
P : : : 3 | after them in the wrong way. 
azine for direct mail and other dis- ‘ on Ee 
* , Of course, it is equally easy for 
tribution. . : ; 
: us to claim that the sales depart- 
Ad-Itorials, however, are so inter-| ment is not handling the inquiries 
esting and readable, and yet are| carefully, but there js not much 
clearly listed as advertising so that | Value in that kind of comeback. 
no one may criticize. The reproduc- Have you any suggestions that 
tion of one page May prove interest- would help In a Case like this” 
as ADVERTISING MANAGER. 
=>: | 


ADVERTISING MANAGER. 


believe that there is not 


- ¥ FF 


The Weakest Link in 
Industrial Marketing 


Since the worst of the depression 
is passed we seem to be able to se- 
cure an increasing number of in- 


 - 9 While average inquiries in most 


A Complicated Sales Job|}ines continue to become more seri- 
ous and result producing there is 
ing you a set of the information car- still a very great number of curiosity 
ried by our salesmen and also a|@"4@ Semi-serious inquiries being re- 
group of our bulletins and reprints |Ceived by all concerns. Not that that 
of advertisements. has not always been the case, but 
As vou will see from this we have |there seems to be a bit more of it 
a rather complicated job of selling as we emerge from the depression 
much time must be taken in describ-]| than there was before. 
ing and explaining the product. A salesman may get four or five 
Oftentimes buyers are not willing to} good inquiries within a week but if 
spend enough time to understand |he has to follow one bad one the 
Pa can tases varus Ge situa- office usually hears quite se wt ee? 
tion and make any suggestions which about it than all the four or five good 
may occur to vou? ones 
SALES MANAGER. In spite of these natural problems, 
there are usually a few steps that 
may be taken to help the situation 
First check your methods of se 
curing inquiries. Are you appealing 
to the right men? Are you turning 
requests for booklets over to the 
sales department as live inquiries” 
A job of this kind should tend to|Is the sales department following 
cut down interview time at least a|each case and filing the papers if no 
half hour immediate interest develops? 
Some advertising departments get 
all inquiries back with notations of 
results. They then carry on an edu 
cational campaign to those that did 
not buy for four to six months or s0 
and then turn the names back to the 
sales department for a second call 
;or two. 


Under separate cover we are send- 


In your case with a complicated 
job of explaining to do, we believe 
that a well prepared visual presenta- 
tion portfolio would save thousands 
of words and would be of very great 
help to your salesmen. 


v v 


v 

Photographs vs. Drawings 

One of our practical engineers in- 
sists that every illustration of our } 
product) be made photographically 
with no retouching. Another one of 
the general executives is more inter- | 
ested in sketches and drawings and | 
claims that it is far easier to illus- | 
trate and emphasize special points by | 
making sketches and drawings of the 
equipment in question. 


In many cases the warmed-over in- 
quiries have had a chance to ripeD 
|}and produce a better percentage of 
jorders than the so-called fresh ones. 

Personally I am in a quandary. | We have record of one advertis 
Will you please give me a few recom- | jng department that kept all in- 
mendations as to which is best and | quyiries tor a five year period and it 
why? was surprising how so-called poor 
inquiries blossomed into orders one, 

There is probably no one answer|two and three years later. ; 
to your question. There is no doubt We must remember that the sa-es 
but that unretouched 
are very convincing to mechanically 
minded men. 


ADVERTISING MANAGER. 


photographs | department lives on orders in hand 
today—this week, while the adver 
tising department may take a longel 


“T note in the last issue of Chass & 


The trouble is that 


many times ‘range viewpoint. 
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TO BANKERS | 


A Guarantee of Better Lumber, 
Better Construction, Better Security 


en ee ee 


| their 


CLEVELAND 
PROGRESSES 
WITH SEMINAR 


Practical Program Attracts. 
Industrial Marketers 


Cleveland, O., Nov. 1.—The Indus- | 
trial Marketers of Cleveland are well 
on their way in the first period of 
seminar devoted to “The De- 
velopment of a Marketing Plan,” 
holding meetings every two weeks. 
The attendance is manifesting keen 


|interest with strong participation. 


Bankers are made acquainted with the 

virtues of '4-Square Lumber” in the 

Weyerhaeuser broad campaign to pro- 
mote the FHA program. 


Weyerhaeuser 


Launches Wide 
FHA Campaign 


|}was given by G. R. 


St. Paul, Minn., Nov. 1.—The}| 
Weyerhaeuser Sales Company, selling | 
agents for more than 20 large lumber | 
mills owned by the Weyerhaeuser in- | 
terests, is starting a broad and deep | 
campaign tieing up with the Federal | 
Housing Act. Trade, class and in- | 
dustrial papers reaching every phase | 
of the construction industry, includ- 
ing financing, will carry highly spe- | 
cialized copy for each division of the 
field. 

Among the lumber papers that will 
carry the initial copy in November 
issues will be American Lumberman, 
Building Supply News and the Mis- 
sissippi Valley Lumberman, Adver- 
tising to the contractor starts simul- 
taneously with American Builder. 
Multi-parcel owners will be reached 
through Building Modernization and 

itional Real Estate Journal. 

Architects, many of whom are do- | 
ug modernization work on a big | 
sale, are to be contacted through a | 

road list of architectural mediums | 
ucluding American Architect, Archi- 

tural Forum, Architectural Record | 
nd Pencil Points. 

The financing end of the industry | 
will be covered by a special campaign 
1 Banking directed at the American | 
Bankers Association which represents | 
the credit agencies now making mod- 
frnization loans. 

The campaign will be fully under 
way in December and run through | 
the winter in preparation for the) 
spring construction season. It will} 
probably be followed by announce: | 
ents relating to consumer advertis- | 
lg projected to coincide with the 
wtivities expected under title II and 
III of the Housing Act. 

Needham, Louis & Brorby, Inc., 
Chicago, is the agency in charge. 


Il. A. C. Hears Ruprecht 
The Industrial Advertising Council 
Pittsburgh at its Nov. 1 meeting | 
eard H. Phillip Ruprecht, manager | 
' industrial advertising, Westing- 
Ouse Eleetrie & Mfg. Co., East Pitts- 
urgh, explain the prize-winning 
‘estinghouse electric motor cam- 
algn. It included industrial paper 
(vertising, and a direct mail cam- 
‘Men that pulled 25 per cent returns. 
he latter was included in the Direct 
“ail Advertising Association’s ‘50 
Paders for 1934.” 


To Hear About Publicity 


G General Electric 


t 


Ou Bartlett, 
SMpany, will discuss technical pub- 
ity, its technique, the procedures 
volved in its successful use, and! 

iivantages to be derived from it, 
‘tore the Technical Publicity Asso- 
Hon on Nov. 12. 


Chevalier at Philadelphia 


ol. Willard T. Chevalier, vice- 
*sident McGraw-Hill Publishing 
°MNpany, will talk to the Eastern 


Ustrial Advertisers, Philadelphia, 

.’Y. 9, on “Keeping in Touch with | 

sar lasers and Prospects Where the | 
oMet is Long-Lived.” 


| We study what happens at each point 


| changes hands. 


The meeting last week was con- 


|ducted under the chairmanship of J. 


L. Beltz, advertising manager, The 
Thew Shovel Company, Lorain, O. 
H. P. Bailey, president, Rotor Air 
Tool Company, discussed the subject 
“Selection of Markets and Division of 
Territory,” and Lloyd H. Weber, ad- 
vertising manager, Osborn Manufac- 
turing Company, treated “Planning 
the Mass Selling or Advertising.” A 
summary of the topics and discussion 
Lippitt of the 
Bishop & Babcock Company. 

The manner and detail in which 
the subjects are being presented is 
indicated in the outline which fol- 
lows, prepared by Carr Liggett, ad- 
vertising counsel, in handling the 
topic, “Choosing the Marketing 
Method and Keynote”: 


. } 
Carr Liggett Speaks 
“To make what I have to contribute | 
as practical as possible, I am speak- | 
ing as advertising and sales promo-| 
tion manager of The Reliance Gauge 
Column Company. } 

“Presumably our market and prod- | 
uct research are completed and our 
Situation Review complete We have | 
now to analyze all this data in order | 
to choose our Marketing Method and| 
Keynote. This is a desk job now, 
sorting and arranging facts on which 
to make a creative decision. 

“We make the analysis in reverse— 
backwards. In place of the common 
method with industrial products of 
starting with product and moving to- 
ward consumer, We reverse it—con- 
sumer back to product and factory. 
along the way where the product 

“The following outline is not com- 
plete—merely suggestive. It indicates 
some points of such an analysis for 
Reliance Safety Water Columns. We | 
look for the answers to such ques- | 
tions as these: 


“We analyze the buyers: 
“(1) Who are the buyers? | 
public utilities | 
factories - | 
laundries, creameries, ete, 
apartments, hotels 
schools 
pudlic buildings 
hospitals 
“(2) What need 
product? 


have they for the 


—boiler safety 
—economy of operation 
—boiler room discipline 
“(3) Do they realize the need 
or must they be shown? 
Micasight Water Gage). 
“(4) Will they buy for old installa- 
tions or for new? 
“(5) Who influences 
on new jobs’? 


il 
now | 


(case of 


specifications | 
(Consulting engineers.) | 

“(6) What about competitive prod- | 

ucts, if any? } 
cheaper? 
more efficient? 
-require less service? 

“(7) Where will buyers logically 
expect to buy the product’? (Presum- 
ably it’s a specialty to start) 

—jobbers? Do jobbers carry 
similar products? Can we 
get jobber co-operation? Can 
and will they stock  the| 
product? 
manufacturer's  representa- 
tives? Are they the ac- 
cepted or best medium for 
this class of product? | 
our salesmen? Can the prod-'! 
uct stand the expense? Or} 


shall we use them only to| 
contact agents, jobbers, con- 
sulting engineers, other] 


manufacturers for whom our 
product may be equipment? 
direct from the factory? Can} 
we sell by mail? 


through other manufactur- | 


ers—as equipment on their | 

products? 

what combination of these?| 
“(8) What men in buyers’ organ- | 


izations will have to be sold? 
—-management? | 
engineers? 
—boiler room men? | 
purchasing agent? 
“From the answers to the above we | 
see at once our. right marketing | 
method and the keynote for our cam- |} 
paign I'm not taking time to tell] 


> 


what we decided upon—only the 
method of reaching a decision. 
“Our marketing strategy 
from the same material 
“(1) Where to attack first—distri- 
bution channels or buyers? Or both? 
“(2)What to do first? 
(a) can we get 


“Obviously they must do missionary 
work, personal cultivation, selling 
and service that can’t be done any 
other way. 

“Adlvertising’s job: to sell the 
whole field via trade papers and gen- 
eral mail campaigns. 

“Sales promotion: special selling 
want in advance of equipment for salesmen and agents—— 
interest? | mail contact, jobber helps, catalogs 

(b) if we go to buyers first, | and folders, special mail campaigns 
can we handle inquiries with|to specific markets or groups, 
our own organization till we | correspondence. 
line up agents? 

“(3) Continuous well-regulated ac- 
tivity or split campaign { 


follows 


agents we 
buyer 


sales 


“We, the doers, do not always ap- 
;preciate the separate but mutually 


into drives?/ dependent jobs of these three. It is 


(a) is purehase of product|} much less of a wonder that Manage- 
seasonal? ment isn't clear about them. For the 
(b) are certain groups of|sake of the marketing job, for our 


prospective buyers more ac- 
tive than others? 

(c) does the budget force us 
to go after the market piece- 


sakes, however, it seems to me vitally 
important that Management should 
understand How to bring that 
about? Again—put it on paper. We 


meal? can't make Management see it if we 

“The chief point I'd like to make is don't see it ourselves And we can't 

the absolute necessity of charting the] See it clearly till we've thought it 
whole process of analysis—of getting through ON PAPER.” 


The next meeting of the seminar 
will be on Nov. 9 under the direc- 
tion of Lloyd H. Weber. The sub- 
jects to be discussed are “Getting the 
Sales Force Organized and Tuned Up 


it down on paper. It’s a rare bird 
who can think through such a prob- 
lem in his head and not miss a lot of 
important considerations. 

“How do we determine the logical 
division of the selling job between in- 
dividual salesmen, advertising and for the Campaign” and “Determining 
sales promotion? By the same method, ‘ » 
this analysis from buyer back to|the Job for Inside Sales Workers 
product. Having our facts organized} (Sales Promotion).” 
in front of us, it is not difficult to de- 
cide, for instance, what Reliance 
salesmen and agents are to do: 

“(a) Salesmen: Agents, jobbers, 
other manufacturers and special 
cases, including some designing en- 
gineers. 

“(b) Agents: 
gineers, jobbers. 


Elected Vice-President 


Elmer B. Dunkak, sales manager 
of the C. M. Kemp Manufacturing 
Company, Baltimore, has been elected 
vice-president. 


buyers, designing en- 


“Sporting Goods Dealer’s 
Trade Directory” Out 


The Sporting Goods Dealer has is- 
sued its 1935 trade directory contain- 
ing 536 pages, the largest ever pub- 
lished. The book carries 491 adver- 
tisements of 417 firms. The usual 
string hanger has been replaced this 
year with a revenue producer—a 
sample of “Sinu,” an entirely new 
type of tennis string made by Davis 
& Sharp, with a tag identifying it. 

New features included in the di- 
rectory are colleges and their colors, 
NRA codes, list of discontinued guns 
with names of former makers, en- 
larged trade name section, improve- 
ment in listing of products, and an 
enlarged section on governing bodies 
of sports. 


| Adds New Section 


A mid-monthly news magazine sec- 
tion devoted to the interests of prop- 
erty owners and the building field 
has been inaugurated by The Econ- 
omist, Chicago. Taxes in general and 
assessments will be given attention 
in addition to actual construction 
and management news. 


Tene J wa Trane 


R. L. Towne, formerly with the 
Stack-Goble Advertising Agenctes, 
has joined the advertising staff of 
the Trane Company, La Crosse, Wis., 
manufacturers of heating and air- 
conditioning equipment. 


“WV HAT DOES GRAY KNOW 


ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


For example, take KLECTRICAL GOODS 


HERE’S much more to advertising such 
products as motors and motor driven equip- such products 
ment, residential, commercial and_ industrial 
lighting fixtures, appliances, signals, wiring ma- 
terials, control and other circuit devices than 
the accurate statement of facts in copy and the 


attractive presentation of this copy in layouts. 


We have not only an intimate knowledge of 


and the ultimate uses to which 


they may be put, but also of the various inter- 
mediaries of distribution through which they 
must pass to move from where they are to where 


they ought to be. 


We know the channels through which tech- 


Let’s assume that we can do that part of the 


agency job satisfactorily. The big question is: know the nice 


what do we know about the “whys” of sales facturer, 


promotion and advertising in the sale of these 


products? 


tionships. 


utility, 


nical and trade intermediaries are affected. We 


discriminations that keep manu- 


wholesaler, contractor and 


dealer coordinated in their most effective rela- 


We know where the architects, en- 


gineers, building managers, industry and mer- 


tacts with the 


wilderness. 


205 W. Wacker Drive, 


Telephone CENtral 


portant factor is background. 


and the observ 


ELL T. GRAY, Ine. 


chant executives fit in the picture. 


To attain all this knowledge the most im- 


And to maintain 


it up-to-date, the greatest factor is “contacts.” 
Contacts that have survived the passage of time 
and the flux and change of men and materials 


and the policies under which they work. Con- 


living, breathing men who are 


doing things and going places today. 


Such contacts are the outstanding contribu- 
tion of this organization to advertising in the 
electrical industry. They are the listening posts 
ration points, from which essen- 
tial information is gleaned, without which, in 


these days, one is literally wandering in the 


Chicago, Ill. | 


7750 
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CLASS & INDUSTRIAL MARKETING SECTION 


November 3, 1934 


SPACE BUYER'S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


Baking 


BAKERS’ HELPER 
TRe Magazine of Bakery Practice & Management 
830 S. Wells 8t., 


ABC Chicago ABP 
Bee advertisement elsewhere this issue. 
BAKERS’ REVIEW 
880 W. 42nd 8t., New York City; Chicago office, 
Chas. B. MacDowell, manager, 11 8. La Salle St. 
Established 189%. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 


ise and quickly assimilated form. Complete cov- 
erage—over 30,000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
of a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 
days preceding. Type page. 4%x7. Page rate, 12 
times, $120; half-page, $65, quarter-page, $35. 
Member Controlled Circulation Audit. 


BAKERS’ WEEKLY 

New York; Chicago office, 360 N. 

Michigan Ave. blished every Saturday. Subscrip- 

tion, $2 a year. Forms close 10 days in advance 

@ publication. Rates: less than three pages used 
thin one year, $150 per page; 52 pegee within one 


45 W. 45th St. 


ence by most of America’s leading hotel men. ‘The 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. Mem- 
ber A. B. C. and A. B. Write for Audit Bu- 
reau of Circulations’ John Willy, Inc., 
publisher. 


statement. 


Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 52 years South's leading in- 
dustrial, consiruction and business paper. Published 
monthly Sth of each month. Forms close 8 days 
preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. One- 
time page rate, $126; 48-page rate, $96; 12-page 
rate, $112 No commissions. Subscription price, 
$2. Distribution, 8,000 copies monthly, of which 
45% are South. Reaches executives and operative 
officials of South’s important industrial, railroad, 
financial, public utility, engineering and construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South's important activities. About 
45.000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
$10. Member A. B. C. Branch offices: New York, 
Chicago, 


year, $100 a page. page size, 7x10. 
Audit Bureau Cireulations and Associated Busi- 
oess Papers, Inc. Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
ecribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


Breweries 


BREWERS JOURNAL—WESTERN BREWER 


(Estabitshed 1876), published by H. 8. Rich & 
Co., 481 8. Dearborn St., Chicago, Ill. A monthly 
I devoted to the brewing, bottling, malting 


and allied industries. Published the fifteenth of each 
month. Page size, 7x10 inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page, 


one time, $60; 12 times, $46; one-quarter page, one 
time, $35; 12 times, $25; one-eighth page, one 
time, $24; 12 times, $15. Advertising copy should 


be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
eeived five days prior to publication date. 


MODERN BREWERY 
Published monthly by Modern Brewery, Inc., 205 E. 
42nd St., New York City. Covers the entire brewing 
and allied industries. A total monthly circulation 
over 4500. Publishing date, fifteenth of each 
’ 12 pages within 


page. Advertising copy should be received by 
publishers ten days prior to publication date when 
is desired. 


Coal 


THE BLACK DIAMOND 


A weekly journal! reaching all branches of the coa) 
industry, published continuously for the past 45 
ears at Chicago; main office, Manhattan Building; 
ranch offices, Whitehall Bldg., New York; 201 State 

tre Building, Pittsburgh; Boom 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
@ dominating factor in the trade. Size of 
@x1Z inches. Page rate, one time, 
tate, $78; half-page, one time, $48; 52 tims, $41; 
quarter-page, one time, $26; 52 times, %21. Issued 
Saturdays. Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 

$12 E. Superior St., Chicago, Ill, 1s the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 

. Total circulation, 36,752. The Journal is 
(issued the first of each month. Forms close first 
of month prior to publication. Type page, 4%x7% 
(nches. Yearly rates: One page, $112.20; half-pace, 
$67.15; quarter-page, $42.50; eighth-page, $28.90. 


rarm Implements 


FARM IMPLEMENT NEWS 


481 8. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors and other farm equipment lines. Issued _bi- 
weekly, Thursday. Closes 7 days preceding. Type 

Zo, 7% x10%. One-time page rate, $120. Mem- 
lo A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory. Also the Tractor Field 
Book, issued annually in July. Recognized national 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 
Read by most of large foreign implement import- 
ers all over the world. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 
882 8. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established 1898); American Ele- 
vator & Grain Trade (established 1882); 
World (established 1926), 
Grain Reporter (established 1844). 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, field seed handling and processing plants. 
These flelds are recognized as the largest users of 
complete elevating, conveying and power tranamit- 
ting equipment, and all other equipment for the 
handling and processing of grain field 

for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chicago Published 15th 
of month. Forms close lst of month. Type page, 
7x10 One-time page rate, $125; half-page, $70; 
12-time page, $100; half-page, $60 Agency dis 
count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 
of its field for 40 years. Read and kept for refer- 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


Including the National Underwriter, weekly, fre and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70.000, covering home offices and 
agencies in all branches of insurance in -entire 
United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
. C., A. B. P. and National Publishers’ Asso- 
ciation, Commission 18-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


Liquors and Wines 


BOWNE’S WINES & SPIRITS 


Published monthly by Modern Distillery, Inc., 205 
E. 42nd St., New York ns Covers the entire 
liquor and wine industries, blishing date, tenth 
of each month. ype size 7x10. Rates, 12 pages 
ear $100; 8 pages total, $116 per page; 
4 pages, $126 per page, and less than four pages 
ds per page. Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and itor of the oldest and largest 
wine and liquor magazine in the United States. 
all advertisers, the publishers issue a weekly news 
and tip service. 


MIDA'S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Blidg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, etc., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Lumber 


AMERICAN LUMBERMAN 


Dearborn St., Chicago, Ill. Established 
1878. News of national scope embracing all branches 
of the lumber industry; primarily a principal's 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys. 


431 86. 


Milk 


MILK PLANT MONTHLY 
827 S. La Salle St., Chicago. Covers fluid milk 


industry, Read by milk plant owners, executives, 
scientific and technical staff, managers, etc. Pub- 
lished on the Sth. Forms close 15th preceding. 
Type page size, 7%x1l0. Subscription, $2. For- 
eign and Canada, $3. Member A. B Agency 
commission, 15%, when bills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half-page, $45; quarter-page, $26. In- 


serts 90% of earned page rate. Representatives 


New York and San Francisco. 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 


880 8. Welle St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas- 
ing power of industry. Members A. B. C. and 
A. B. P. Pulished monthly; issued 25th of month. 
Forms close 10 days preceding publication date. 
Type page size 7x10. Advertising rates: 13 times, 
page, $130; half-page, $70; quarter-page, $47; 
eighth-page, $28; 7 times, page, $145; half-page, 
$80; quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates for covers, preferred posi- 
tions, inserts and color on epplication New York 
office, 250 Fifth Ave.; Cleveland, O., 522 Citizens 
Bidg. 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 
A summary has been made of the returns to a questionnaire on “Inner 


Tube Repairs” which appeared in a recent issue. A copy of the summary 
will be sent, without charge, upon request. 


Paper 


ENVELOPE & SPECIALTY PAPER INDUSTRY 
185 N. Wabash Ave., Chicago. 


Refrigeration 


ICE AND REFRIGERATION 
435 Waller Ave., Chicago. New York office, 520 
Singer Bidg. Founded 1891 Published monthiy 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official! organ of 89 national, sectional and 
state trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 
Type page, 7%x10% inches. Circulation sworn, 
net paid, 5,085. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume, It 
carries more than double the volume of its nearest com- 
petitor. It is the only publication completely covering 
the bighway construction and maintenance niarket. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Il. 


Seed 


SEED WORLD 


325 W. Huron S8t.. Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers. farmers and suburbanites. Seed 
World reaches retail. wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U. 8. Department of Agriculture training, and men 
of practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subseription price, $2. Write for 
sample copy, rate card, circulation statement and 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commercial 
practices. New modern cover, new typography, en- 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on request. 


TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn B8t., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry's news and articles on plant, traffic, 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen. 
Subscription, $3 per year. Type page, 7x10. Circu- 
lation, 5,815, divided: Bell companies, 868; Inde- 
pendent companies, 4,947. All regular sdvertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone erx- 
changes and buyers of material. Advertising rates, 
sample copy and breakdown circulation § statement 
on request. 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 
580 Atlantic Ave., Boston, Mass. ‘The recognized 
organ of the cotton and woolen industries of Amer- 
‘ea’ Member A. B. C. Published weekly; issued 
Thursday. Last forms close Saturday noon preced- 
'ng publication date. Type page, 7x10 inches 
standard; one-time page rate, $150; 12-time page 
rate $130; one-time half-page rate, $80: 12-time 
half-pare rate, $65. Discounts to recognized agents 
furnishing contracts and copy service; circulation 
a furnished on request; subscription price 


Tractors 


FARM tMPLEMENT NEWS 
181 8. Dearborn St., Chicago. Established 1882 
For the trade in farm operating equipment, includ- 
ing implements, hardware, tractors, tractor equip- 
ment, engines, lubricants and motor trucks. Issued 
bi-weekly, Thursday. Closes 10 days preceding 
Type page size, 7%x1014. One-time rate, $120. 
Member A. B. C. The only national paper in the 
general tractor field. Far in the lead on tractor 
equipment advertising. Read by all tractor manu- 
facturers. Has national jobber and distributor cir- 


culation. Dealer circulation covers best tractor ter- 
te al Also issues Tractor Field Book, annual, 
July 


A BREATH OF SPRING 
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IIlustrations such as this beautiful burst 

of sweet scented spring flowers convey 

the idea of clean air in the campaign for 
Annis air filters. 


AGENCY TALKS 


. “ i -oe A Scientific Seaoy 
THE REARDON Co. errs 
st seurs 


This is the copy that provoked humorous 

replies and unexpected inquiries for in- 

formation on Reardon's new kalsomine 
prior to the formal announcement. 


NOVEL COPY IS 
SUCCESSFUL FOR 
NEW PAINT LINE 


Draws Inquiries Prior to 
Introduction 


St. Louis, Nov, 1.—Although there 
were some misgivings last summer 
about a piece of copy which ap- 
peared in paint journals for The 
Reardon Company in which the bulk 
of the page was dominated by a let- 
terhead of the Anfenger Advertising 
Agency, Inc., with a message to the 
effect that a new product was to be 
announced soon, direct results from 
subsequent copy indicate that the 
new departure was not a bad one. 
Furthermore, the unique treatment 
provoked a friendliness which is 
credited with much of the success at- 
tending the addition to the line. 

The initial copy which gave 
greater prominence to the name of 
the agency than to that of the manu- 
facturer drew some _ good-humored 
badinage from dealers and paint job- 
bers, several of whom immediately 
wrote the manufacturer’ without 
waiting for the following advertising 
to explain the claim that he would 
introduce a product which permits a 
perfect paint job Without the time- 
honored process of sizing. 

One said, addressing The Reardon 
Company: 

“What is all this noise about, made 
by your Antenger (beginner) Kibitz- 
ing. You know many a Kibitzer are 
apt to get a biff on the nose if they 
give wrong advice to a player. 

“You and your Anfenger better let 
us know more about Washable Kal- 
somine price, and on what it can be 
used, etc. Then we can decide bet- 
ter whether or not we will play with 
you and Anfenger.” 

When the fall schedule began to 
appear in trade publications, saying 
the new product “lets plaster 
breathe,” the twittings of dealers 
settled down to a silent bombard- 
ment of inquiries, about Reardon's 
Self-Sizing Washable Kalsomine. 

The advertising began to pour on 
the fact about the new Kalsomine, 
and no dealer has ventured to say 
the Anfenger Agency was not justi- 
fied in breaking in on their vacation 
dreams last July by its announce- 
ment, timed well in advance of the 
fall decorating season. 

The Anfenger Agency reports that 
this approach to the subject re- 
sulted in many inquiries from deal- 
ers and paint jobbing establishments 
in advance of the explanation 
furnished by the advertising, and 
that the interest has been continued 
with consequent success to the cam- 
paign. ‘ 

The schedule for Reardon products 
is running in American Paint & Oil 
Dealer, American Painter & Deco- 
rator, Painters’ Magazine and West- 


ern Paint Review. 


‘Annis Makes 
New Approach 


Worcester, Mass., Nov. 1—A new 
campaign for Annis air filters, made 
by the Coppus Engineering Corpora. 
tion, features unusual layouts and 
illustrations, together with the slo. 
gan, “Annis Air Filters Pass Clean 
Air.” The campaign started in Sep- 
tember publications and will con- 
tinue through the fall and winter 
months. 

Ostensibly directed to the ultimate 
consumer, the copy is designed pri- 
marily to attract the attention of the 
manufacturers of internal combus. 
tion engines and air compressors 
and their salesmen. While other air 
filter advertising directed at this 
field has hitherto called attention to 
the amount of dirt a particular make 
stops, this copy raises the question 
that a filter should be measured not 
by what it stops but by the cleanli- 
ness of the air it passes. It is con- 
ceivable, says the maker, to have 
any air filter 100 per cent efficient 
against large particles of dirt, yet 
totally inefficient against dust par. 
ticles 10 micron size and smaller. 

The advertisements dramatize 
clean air, by illustrations showing 
birds far above the clouds, dawn, 
pine groves, rural and ocean scenes. 

The purpose of the campaign is to 
get data sheets on the Annis air fil- 
ter in the hands of salesmen of air 
compressors and internal combus- 
tion engines, who usually sell the air 
filter at the time the engine or com. 
pressor order is taken. 


Offers Free Calculator 


All sales promotional material of- 
fers a free copyrighted pocket slide 
rule, which allows a salesman to 
compute the correct size of filter for 
any size engine, easily and quickly 
without complicated arithmetic. In- 
vestigation had shown that prev: 
iously lengthy calculations were re- 
quired in order to tell a prospect 
the size and price of filter for this 
particular engine. 

A new trade mark has been de 
signed incorporating the slogan 
“Annis Air Filters Pass Clean Air. 
Besides appearing as a_ standard 
logotype in all space advertising, it 
appears on all letterheads of the 
company and is used as delcalco- 
mania on all their filters and pack- 
ages. 

Merchandising to back up the 
publication advertising campaign 
consists of direct mail letters, bul: 
letins, folders and a graphic sales 
presentation for use by Coppus sales 
men. All this material stresses thé 
fact that Annis air filters pass clean 
air and get the prospect’s attention 
and interest by putting before him 
the new idea—a filter should be 
measured not by what it stops, bul 
by what it passes. 

Publications now on the list it 
clude Compressed Air, Diesel Eng 
neering Handbook, Industrial Power 
and Power. 

The James Thomas Chirurg Con: 
pany, Boston industrial agency, } 
directing the campaign. 


@ WHEN 


You Advertise to 
THE MECHANICAL 
INDUSTRIES .. . 

Remember that 


MACHINERY 


Reaches the Plants—which 
are your most important 
customers. 

Reaches the Men—who 
have the SAY in selecting 
and specifying equipment 
and supplies. 

Has the Editorial E« 
cellence — which _ insures 
Reader Interest. 


140-148 LAFAYETTE STREET 
NEW YORK — 


ee 


Novem 


IM 


For Filters SHO 


COC 


Many | 
( 


Canton 
proadest 
industria 
tically € 
further t 
yets and 
CLASS & 
py Rola 
manager 
ing Com) 

The T 
js notabl 
ample of 
omprise 
nated to 
problem, 
rechniqu 
media us 
at the C 
. it As 
wools anc 

Timke! 
three mé 
jising, il 
suppleme 
national 
jising ci 
gest, anc 
f Timke 
nent. T 

mntinues 
Timken 
prestige 

reases t 
ken mer 
Timken 
abling tk 
gan, “Tir 
a direct 
usually ¢ 
suppleme 
in conn 

irives, 

Mercl 

Timke: 
lot sold 

Timken 

linery, 

asic ide 
ising is 
fen beat 
uipmel 
vital | 
hseque 
peal” to 
juipme 
fated, =” 
lto the 

lasses o 

le valu 
ed to ex 
hent so 

“This 

earings 
broducts 
oad in 

Kelley ij 

f accept 
the adv 
en re] 
Naintain 

lafed. | 
4S the ¢g 
limken 
hore ay 

Te sold, 
4 quality 

“The ' 
baign, w 
id othe 
Produ ts 
Public ay 
%€n wo 
t sellin 
tow priy 
hore eq 
Ns are 
‘ates hot 
‘Tage of 

F 

Timke 
Yore the 
deluding 
eCtly th 
Usinegs 
‘he over] 
ublicat; 
lane, me 
‘nd equ 


x 4 Pars 5, ae age ry sh em we Go ng es Mie 4 BS 7? ke a ae es =A Se .- * # a - £ ee rane . i Pe 09 re. a, om ee So Bh Ca es ge Bb csc ons b +>. ‘a fay Se teehee eae [aD oe x oa Bigs PP ab eos: 2 fe ap CE ‘pd Core aig RA ve ire va mt" - . a & 
“4 yar oh ee i. 9 Sa ae hy SN : vt a al I oe Be ; es a ‘ 7 tee: ’ aa # 2 r "hy 
iG re tect wad Os i a iy Ry as oF cae J = ae eh De o PF 4 ee fe a Vel hE OK me - a 
ein eens Sk Sal aden oe) is 8 f pe Pe Os aioe, ae ir ohare 4 Ba “an ae Or ; . ‘ t Oe leg Ay Dea hes rm = ea a te es aa oF ; eee Fc i ‘ my 
“4, 2 rot gina” ones . ‘ ae sa ‘ a 3 SP = nt a be Me 2 AD ely, <S q : ee. ols ce Re aft ae = = 2 ee ye ey renee ; pid oe Pe Nem ene 
yt "i ey" - 4 4 wa ‘ ~ = 
ae 
ii Eee 
aid 14 eee! de 
c ee eee - —__— — 
ine HL U é 
pis sil tia. 
~~ Mes | ee ' | | 
‘egg “> we «ip 2 4 
ay. bas — - ws V (v Yi 
hy $$ EETCtCttCtttCtttCttCtECttttCtCCC EEE ‘ 4 eM <= i 
oi eos, ge ene eet /§ 5 9h 
Se | me aia o_o \ ?- = | LY, Q 
_— Nee oe ate es et vw 
er . \ ‘as 
PP Pe " 4p -- 
7 = °° toe e ° 
_ tee _ we a 
‘ a tt - z 
- Se ¢ - A ae, ae ‘ —an 
em ti TE ae eee «6 |\Sae se 
as et OO" See eS * 
= | het\| eee a 
‘ re mvp. \ a < 
oA Or 
| & . > al a = 
| “ee ais Ae ae 
te ae er. , a 
a | thous money to te made! 
pegs oer err forte ininy — ll me) | 
a Saaat eee eens | “ne ‘4 
— Fe a ee 
ee och 9 Wrshetts © ae Lee me =) 
aes: — TN 
i — Ps 
ee : eee | 
te : ee one emaarve —Ceaste me wes Bom =¢.aeep Doth hakeens 
ee @ LLL LT NT 
<n 
oe | | | 
2 i 
oy = | 
” a ; 
— aa 3 ee 
tees 
eat te. 
a 
oS aaa ELE TE TET = 
ee ee 
; ee ee ——— OO” ] 
re” aii 
Seah 
Clete Tees 
a rs 
“re 
See” 
ee 
ena MNaiD 
ee | 
= 
i 
i 
Bee one year, $100; 8 pages total, $116 per page; 4 , S| 
a ee ca es. $126 pe page, and less than four pages $138 
- et i 
s a | 
sd 
- ee LL IE OD 
Reds hee y 
Set 
oe 
See 
ete ee 
ers H ee A | 
’ PC | 
a ee 
i a 
> es (a 
0 ae — — 
: — 
Oe, | 
Ref { —$a SF 
p " a 
te ee 
2 ee si 
5 Te | | 
ae, slates tncineaentlenaa AINE | 
Sr ee | 
eat a ae ae ————}  $ 
ee 
ai ieee 
ee | 
[ _ cha TE? | ee - - — _—— 
® inf Poe | tii 
; a 
gee ee 
ae ae a —_—-- —.$ 
? Sry 
? fe Mig — SQ. . 
; eG Pr 
@ Pe ea = 
| 
| 
_—— 2 a : 
i | aa By, 
O° I ye, . 
BS deere és SS ae 
a To SET s Se) r A Poth. 
- | = i ce ’ Ma “ wy 5 ¥ 
7 ee a ALS Ts 
- | BY ‘ “are si satan A Ks tam tA 
oo SAS s ’ ; 
at =o o,t 
a - P ~ Tr as y oS ee ee 
t —E oe oe ede | : ™ 
—_——_—_—_—————_—__$<$_$_$_$_$_$_$_$ $$$ $ $ $ $ $$ $<——$—L°L*laL*Ll’_=L—SISIISSSEI~'™Sl™l™™™ilI™mm==—_—_—s=——_aa==== Wh aris ye ae by ee 
- oe m. iy hes < S aT es ‘ 
ss Se —eGVGVQV3qoOCCwewaeaeooooowowawwaoaoaSss\<MmMm i it Pitay J ee al vt AOR eit 
H——=ta fy aS Cie ae ee, ; 
beat? wh — D we , ce Ue > Sahay, aOR, x oe a a * | 
slate )) 9), a eat ee § — yew . 2 , Bet “3 
ee, Fite ORD =—% art ute eo +o ee 
<a . y — ce . <3 a MH 1 hai i ,. 
ei 'f, © a e a. 
a al a a ~ =. 
J ard +, et Leys *& ing 
— : on fae’ Ss ee 
wy Baia e of 4 & em ae rr 
: iii a - | 
ge 
ee es 
F si ea ee 
oa nd 
ae 
Si as 
rw - re i ne a A TS A CR A eT ET LE ER 
oF Reale Rahs | 
Rayo) Sates aaa 
fo ee 
hee 
i e< 67 
PO. eee 
are bes | 
Fag Ee 
RE ee MRS Pe ini Cee, Snel ale pe rae Sha ag aes : Pe gt a) tie R Pb foake aN iT gta AM MSMR aE coy 5 pel eae Carly Seat OP See Se ade ds Me ea Ng celta, 2 cb eR MRR (wtf DT SS ey Lam ih OTE TREE Bir ie 3 Bia ae! 2 i it oma RED Poetic oe AR 


ser 8 


November 3, 1934 


ADVERTISING AGE 


15 


TIMKEN EFFORT 
cHOWS MASTERLY 
(ORDINATION 


Many Media Used to Handle 
Complex Program 


canton, O., Nov. 1—One of the 
proadest advertising efforts in the 
industrial field which utilizes prac- 
jeally every method employed to 
urther the sale of mechanical prod- 
ycts and equipment was detailed to 
crass & INDUSTRIAL MARKETING today 
py Roland P. Kelley, advertising 
manager of The Timken Roller Bear- 
ing Company. 

The Timken advertising program 
js notable and interesting as an ex- 
ample of a highly successful activity 
omprised of several units coordi- 
nated to handle a complex marketing 
problem, as well as for the masterly 
wechnique reflected in the various 
media used. The company’s exhibit 
at the Cincinnati Conference of the 
y. I. A. A. received the award in the 
cols and equipment classification. 
Timken advertising is divided into 
three main classifications: merchan- 
jising, institutional, and direct mail, 
supplemented by exhibits in leading 
pational exhibitions. The merchan- 
jising campaign is by far the lar- 
gst, and is designed to help users 
{ Timken bearings sell their equip- 
uent. The institutional advertising 
mtinues to create a preference for 
Timken bearings and maintain the 
prestige of the company. This in- 
reases the effectiveness of the Tim- 
ken merchandising campaign and of 
Timken users’ sales campaigns, en- 
alling them to capitalize on the slo- 
gn, “Timken Bearing Equipped,” as 
adirect sales aid. Direct mail is 
wually of the folder or booklet type, 
wpplemented by letters, and is used 
1 connection with special sales 
nves, 


Merchandising Is Basic Idea 


Timken bearings themselves are 
t sold directly to the public, but 
Timken Bearing Equipped’ ma- 
linery, ete., is. Consequently, the 
tasic idea back of all Timken adver- 
ising is that of merchandising. Tim- 
en bearings are seldom visible in 
‘*uipment, even though they may be 
Vital part of its construction, and 
nsequently do not have an “eye ap- 
veal” to prospective purchasers of 
\lipment in which they are incorpo- 
‘ated. They must be “engineered” 
lt0 the design. As a result, all 
lasses of purchasers must be sold on 
le value of Timken bearings, and 
‘l to express a preference for equip- 
nent sO mounted. 

“This basic preference for Timken 
farings and prestige for Timken 
oducts, has been developed by 
road institutional campaigns,’ Mr. 
\elley informed.” This desired state 
‘acceptance has been attained, but 
‘te advertising pressure has not 
Xen relaxed, for the necessity of 
laintaining leadership is fully appre- 
afd. Industrial purchasers, as well 
‘the general public, have become 
‘imken conscious’ and more and 
lore aware that Timken bearings 
‘Te Sold, used, and merchandised on 
‘quality basis. 

“The Timken merchandising cam- 
‘align, which is definitely designed to 
aud other manufacturers sell their 
oducts, is not merely altruistic. 
“Ublic and industrial acceptance has 
“en won, and the biggest problem 
* Selling more Timken bearings is 
: 'W primarily a question of selling 
ae equipment in which the bear- 
“TBS are used. To do this necessi- 
mes both horizontal and vertical cov- 
“4ge of a wide range of industries.” 

Reaches Many Fields 

_ Timken advertising now reaches 
ig than forty different industries, 
‘cluding the following fields, di- 
“Ctly through industrial, trade, and 
“Sitess publications in addition to 
“* overlying coverage of the national 
Publications: automotive and _air- 
a machine tools, farm implements 
‘td equipment, the ofl industry in 


° 


NASH 


TYPICAL TIMKEN ADVERTISEMENT 


A 


36 YEARS OF LEADERSHIP i 


Timken Bearing Equipped in Front 


Wheels, Roar 


Wheels, Pinion, 


Steering, Differential and 
Transmission 


The fine technique which characterizes Timken Roller Bearing adver- 
tising is shown in this direct mail piece done in red and black. The 
solid area at the bottom carries the color and is an over-fold die cut 
to allow the line "36 years of leadership" to show through from the 


main sheet 


its several divisions, ceramic equip- 
ment, the construction § industry, 
mining, power plants, printing equip- 
ment, railroad locomotives and roll- 
ing stock, steel mills, the paper and 
textile industries, etc. 

“Advertising of this type is cumu- 
lative in effect,’ Mr. Kelley said, 
“and definite results can be seen by 
The Timken Roller Bearing Com- 
pany. Each year sees more and more 
manufacturers tieing their sales and 
advertising campaigns in with the 
Timken program. Literally hundreds 
of large and small manufacturers 
have stated that the fact that their 
products were ‘Timken’ Bearing 
Equipped’ was one of their most im- 
portant sales points. The volume and 
continuity of Timken merchandising 
campaigns effectively supports the 
work done by these other companies, 
and the use of preferred positions 
makes certain that Timken advertis- 
ing gets its message across.” 


Through good times and bad, Tim- | 


ken advertising has been continuous. 
Thirty-two years without a break has 
built up a national prestige for the 
company and its product. A single 
product, tapered roller bearings, has 
been developed into an essential part 
of industry. This has necessitated a 
balanced program of national and 
industrial advertising, developing 
and maintaining acceptance and pres- 
tige; business, trade and technical 
paper space brings the value of Tim- 
ken bearings home to the industrial 
buyer and industrial advertising man- 
ager alike. The Timken manage- 
ment appreciates the value of sus- 
tained advertising, and has consist- 
ently maintained its position as one 
of the outstanding industrial adver- 
tisers of the nation. 


Advertising Is Merchandised 


All Timken advertising is actively 
merchandised. Special customer lists 
receive appropriate pieces of na- 
tional or particularly pertinent indus- 
trial advertisements in the form of 
specially prepared mailing pieces. 
All men in the field receive advance 
proofs of all advertising. The men 
like to show these glossy proofs to 
their customers, calling special at- 
tention to the active cooperation ex- 
tended by The Timken Roller Bear- 
ing Company in aiding Timken cus- 
tomers in the sale of their equipment. 
Further, a supply of reprints of ad- 


underneath. 


, 
|vertisements featuring customers’ 


equipment is furnished to the manu- 
facturer mentioned. This policy has 
brought in many favorable comments, 
and the men in the field report that 
\their accounts are making good use 
of the reprints. 

“This merchandising plan has the 
double value of keeping the sales 
force aware of the advertising sup- 
port being given them,” Mr. Kelley 
explained, “and of securing extra at- 
tention for the advertising when it 
appears in the periodicals. Further, 
it increases the Timken prestige with 
Timken users, who ordinarily might 
not see Timken advertising outside 
|of their particular fields. When it is 
|brought to the attention of these 
manufacturers by Timken salesmen, 
the response is highly gratifying, for 
when a manufacturer realizes that 
he is ‘on the band wagon’ at the head 
of the parade he is always more sat- 
lisfied with the choice he has made. 
| “Thus the salesmen are given an 
‘extra talking point which they ap- 
preciate, the effectiveness of the 
whole advertising program is in- 
creased, and the interest and morale 
of the men in the field is kept high.” 


Independent Pneumatic 
Advances Nugent, Hurley 


W. A. Nugent has been elected 
vice-president in charge of sales and 
Neil C. Hurley, Jr., secretary, Inde- 


pendent Pneumatic Tool Company, 
Chicago. 
Mr. Nugent has been with the 


company for 20 years, and has served 
in various executive capacities. Dis- 
tribution of the company’s electric 
tools has been in charge of Mr. 
Hurley. 


Andrews Joins Combustion 


Roger W. Andrews, formerly as- 
sistant to the president of the Blaw- 
Knox Company, has been made West- 
ern manager of the Combustion En- 
gineering Company, a newly created 
division comprising the Chicago, De- 
treit, Indianapolis, St. Louis, Kan- 
sas City, Houston, Tulsa, Minneap- 
olis and Denver offices. 


Swisher Directs Sales 


P. L. Swisher has been appointed 
sales manager of Beck-Koller & Co., 
Detroit. For the past 15 years Mr. 
Swisher was affiliated with the 
O’Brien Varnish Company of South 
Bend, Ind., and at one time served 


as assistant advertising manager. 


URGES EFFORT BE 
MADE TO REACH 
TO THE BOTTOM’ 


T.P. A, Hears Buyer's View 
of Advertising 


New York, Nov. 1.—A reader of 
industrial and technical advertising 
and buyer of equipment and sup- 
plies, A. R. Mumford of the New 
York Steam Corporation, one of 
the largest utilities of its kind in the 
world, turned the tables and told 
the Technical Publicity Association 
at its October meeting how to bait 
their advertising hooks in the most 
alluring fashion, giving particular 
emphasis to use of a vertical rather 
than a horizontal appeal to top ex- 
ecutives only. 

The industrial advertiser, Mr. 
Mumford stated, has two things to 
do. The first is to find out who is 
going to do the buying and the sec 
ond, how to influence him to buy the 
particular product in which he is 
interested. 

The buying for a fairly large 
company tends to be rather difficult 
of analysis, ramified, and to reach 
“to the roots and up to the top.” 
Mr. Mumford traced the develop- 
ment of this kind of buying from an 
owner’s activity in a small business 
to a complicated committee process, 
assisted by specifications to avoid 
unproved opinion, in the largest. 


Influence Is Scattered 


Men who influence buying may be 
anyone in the plant. Sometimes the 
most humble has the greatest influ- 
ence, more than the officers who 
merely approve orders prepared by 
their subordinates, as in the case 
of a fireman who casually but con- 
vincingly airs his complaints about 
the boilers, and in so doing influ- 
ences the purchase of the new boil- 
ers. 

In industrial advertising, Mr. Mum- 
ford said, the reader is interested, 
as usual, in himself, for he is “the 
only one to get anything out of it.” 

“The executives who _ influence 
buying to a greater or less degree 
are pretty busy individuals,” he 
continued. “How you are going to 
meet them is somewhat of a prob- 
lem. I don’t know that, fundamen- 
tally, it is of the greatest impor- 
tance that you reach them. I think 
that most of the material that 
reaches an executive is referred 
down the line. 

“When it reaches the man lower 
down the line, he may pay a little 
more attention to it if it reaches 
him from the executive. As you go 
down the line you find there is per- 
haps more time available to the in- 
dividual to spend on looking at 
advertising, and I think that adver- 
tising receives attention almost in 
inverse ratio to the busy feeling 
that the man has. 


Prefers Publication Advertising 


“I, personally, look over the ad- 
vertising pages of almost every pe- 
riodical that comes to me. But on 
direct mail I open every one and 
consign it to the wastebasket, per- 
haps immediately, perhaps after a 
day or two, but I do open every one. 
Considering magazine advertising, 
catalog advertising and direct mail 
advertising, I think that I would 
place magazines first. 

“Direct mail I would place almost 
on a par with magazine advertising. 
Catalog advertising receives the 
least attention of any one of them. 
Magazines, I find, are read and the 
advertising looked at by practically 
all of the individuals who receive 
them. There is no difference whether 
the magazine comes first hand, sec- 
ond hand or tenth hand.” 

Mr. Mumford then talked of the 
things which interest him in adver- 
tising: things for the plant he may 
expect to build and what his com- 
petitors are doing. He encouraged 
appealing to the men “down the 
line,” especially the younger ones 
who may direct the buying some 
day and in this respect spoke of the 


practice of giving books, slide rules 
or other substantial aids to students 
before graduation, also supplying 
blotters to help for their repetitive 
advertising effect day by day and 
year to year. 

The meeting opened with Samue} 
L. Meulendyke, president, calling the 
roll of new members: Keith B. 
Lidiard, Babcock & Wilcox Com- 
pany; T. W. Taylor, American Archi- 
tect; R. A. Langer, American Metal 
Market; W. E. Roth, Babcock & Wil- 
cox Company; K. A. Redfield, Rock- 
bestos Products Corporation; Rob- 
ert L. Lioyd, International Nicke} 
Company; C. C. Chamberlain, Jen- 
kins Bros., and Louis Polliter. 

Gregory Starbuck, new president 
of the N. I. A. A., commented briefly 
on the value of getting together to 
discuss problems for mutual benefit 
rather than calling in a professor 
or doctor to advise of cures. Leon 
H. A. Weaver, The Superheater Com- 
pany, reviewed the Cincinnati N. 1. 
A. A. convention. F. O. Wyse, adver- 
tising manager, Bucyrus-Erie Com- 
pany, Milwaukee, was a guest. 


Cressy Appointed 
Ralph E. Cressy has been ap- 
pointed sales manager for a new divi- 
sion of heating units which will be 
manufactured by the Fedders Manu- 
facturing Company, Buffalo, N. Y. 


re 


EDITORS 
told 728.000 


about this advertising 


TEN magazines published ar- 
ticles in one year on the remark- 
able results achieved by the ad- 
vertising of one of our clients. 


The President and the Sales 
Manager were asked to talk be- 
fore several organizations on 
this same subject. 


The prize we’ve won on this 
advertising is the biggest there 
is — the satisfaction of knowing 
that our guidance has again 
made a client’s advertising dol- 
lars come back to him multi- 
plied. 


How this advertiser turned a 
casual advertising policy into a 
business program ; what the edi- 
tors, the President and the Sales 
Manager said — this interesting 
material has been photographed 
and assembled in a folder. We'll 
gladly let you study it if you are 
interested in agency service for 
promoting sales in any indus- 
trial markets. 


Isn’t that worth discussing, 
especially right now? 


0. 8S. TYSON 
AND COMPANY, Ine. 


CLASS & INDUSTRIAL 
ADVERTISING 


Member A. A. A. A. 


TYSON-RUMRILL ASSOCIATED 
41 Chestnut St., Rochester, N. Y. 
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HUBBUB SET UP 
BY ODD COPY OF 
SUPERHEATER 


| with 


—-- - 


(Continued trom Page 1) 


they omit good, strong selling argu- 


ments, all description of products, 


the trademark and the signature 
logotype. The sticklers for conven- 
tion also noted there were no pic- 
tures of factories and .bewhiskered 
founders 

“Having shattered so many 
rules,” Mr. Weaver said; “we made 
a good job of it by violating the 


elementary maxim that advertising 
copy must be simply written in the 
language of the prospect. The text 
was ostentatiously phrased to match 
the diction and meter of the accom- | 
panving quotations, written when | 
literature was artistic rather than 
realistic.” 


| 

Two or three of the publishers in | 
whose magazines the copy is ap-| 
pearing became so curious to know 
how it was received that they vol- | 
untarily ordered _ investigations | 


CLASS & INDUSTRIAL 


part: 

“Advertising agents and managers | 
whom | have discussed your | 
advertising have in general. ex-| 
pressed the opinion that it is over | 
the head of the average purchaser 
of such equipment. They admire the 
dignity, the form and the objective 


of the advertising, but doubt the | 
practicability. However, such reac- 
tion might be expected from those 


|who are setting present-day conven- | 
itions in advertising.” 


Discarding the professional opin 
ion, the publisher sounded out actual 
buyers and found the Superheater | 
copy rated with the advertising of 
two other leaders in attracting max- | 
imum attention, though Superheater 


used black and white pages while 
the other most effective advertise- 
ments appeared as spreads, color | 


| pages and color spreads. 


An industrial advertising manager | 
whose frank opinion asked re- | 
plied: 


was 


Appeals to Higher-Ups 


“T doubt that the series will have 
much effect on the run-of-mine man. 
It should make a very lasting im- 
pression on the higher grade man, 
Who is, after all, the best man to 
grasp a story of quality. 

“The has already lifted 
Superheater out of the pack and set | 


|ahead with the analysis. 


series 


j} acter, 


format of the current series. 
! 


| cently, 


it is because | admire the daring of 
anvone who would get so far from 
the beaten path in technical adver- 
tising.”’ 

Mr. Weaver and his associates are 


ijnow confronting the problem of writ- 


ing a new campaign, which, while it 
may have a more conventional char- 
will not be an anti-climax. 

It will be solved, probably, with 
restrained selling copy exhibiting 
some of the dignity in wording and 
By de- 
grees readers will be accustomed to 
more vigorous sales presentations. 

The quotation series is appearing 
in Electrical World, Mechanical En- 


|ginecring, Power, Power Plant Engi- 
neering and Southern Power Journal. 


Discuss Market Surveys 

The November meeting of the Mil- 
waukee Association of Industrial Ad- 
vertisers will be built around Market 


| Surveys, and it is planned to have a 
| national 


authority, yet to be an- 
nounced, make the main address, fol- 
lowed by a round-table discussion. 
After making a preliminary report 
on its survey of “Industrial Copy Ap- 
peals” at the NIAA Conference re- 
the Milwaukee chapter is 
awaiting further authorization from 
the national association before going 
Emery M. 
Heuston, Bucyrus-Eries Company, is 
chairman of the committee. 


AGE. 


tions he 


4 
Returns were 
. 6 ff . I 
surprisingly gratifying 
SAYS THIS CLASSIFIED ADVERTISER 
A. L. Warington has a type measuring 


device which he has advertised in the 
classified department of ADVERTISING 


In ordering three additional inser- 


wrote: 


| ran this ad some time ago, and | 
might tell you that the returns were sur- 
prisingly gratifying—far greater than from 
the other mediums | used." 
In classified, direct results count. The 
concentrated circulation of ADVERTISING 
AGE among advertising people—advertis- 
ers, advertising agents, publishers and 
others interested in advertising planning 
and production—means your copy will 
reach those who can use what you have 
to offer. 
Use this department for Positions 
Wanted, Help Wanted, Used or New 
Equipment For Sale, Business Opportuni- 
ties, Special Services or anything else that 
has to do with advertising activities. 
The rates are low—40 cents a line, 
minimum charge $2. 


CLASSIFIED ADVERTISING DEPARTMENT 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn Street, Chicago 


'made. One of the publishers said in|them up as real leaders in the field, | 
}so far as I am concerned. Perhaps 


| 


TRADE AND CLASS PAPERS 


Publications unless otherwise indicated are monthly. 
Industrial Group Pages 
Pages 1934 19 
1934 1935) printing ......... 70 i 
American Architect 7 **! Railway Age (w)....... 122 
American Builder and Railway Purchases «& 

Building Age ewes 27 20 OE. caves dbs 08.82 8% 41 ‘ 
American Machinist (bi-w) 145 107} Roads & Streets... acigicsy 
Architectural Forum .. — aa . £81 Rock Pro@uct® ...csss0% 42 
Architectural Reeord...... 44 32] Southern Power Journal. 26 
Automotive Industries (w) 56 581Steel (w)..... 125 
Bakers’ Helper (bi-w).... 102 gg] Textile World ......... - 141 
Brick & Clas Record Water Works & Sewerage 14 

(bi-w) ss aes. 10 6 The Wood-Worker........ 24 
3us Transportation 16 1) 2 

Total 561 2 
Ceramic Industry....... 24 1s 
Chemical & Metallurgical Trade Group 

yi rj oe j y re ed 
ccenmincering «e--s-rs-1- 138° TH american Druggiet........ 1287 
Confectioners Journal..... 30 42 American Exporter. S| 136 
Construction Methods... 7 26 Autom bile Topics sees -* 10 
FEES 2 lie, CEE EN INET Seine 118 94| Automobile Trade Journal 62 
Electric Traction aie ae 17| Boot & Shoe Recorder (w) 127 19 
Electrical’ World (w)..... 113 98 | Building Supply News and 
Engineering & Mining Home Appliances ...... 10 

PORTERS 535 i tales sae : 52 341 Commercial Car Journal... 37 
Engineering News-Record Domestic Engineering.... 76 

0 155 128) Farm Implement News.... 30 
Factory Management & Hardware Age (bi-w)..... 120 i4 

Maintenance ........ 130 72] Jewelers Circular ........ 53 54 
Food Industries ......... 60 ee a a 72 
Heating, Piping and Air Southern Automotive Jour- 

COMGHIORING: sos cc oenas 41 28 OES GE ee Peete ee 36 
Heating and Ventilating Southern Haurdware....... 38 

Seer ere Tere 26 16 . coal 
TRO E7ON ABS CW)iciscianc ss 217 176 ot A ee ee ee 964 4 
Machine Design .......... ; 

BEROMIOOY 4. vied ioe oes 120 79 Class Group 
Marine Engineering & 

Shipping Ae 2.2.62 00%6% 34 26] American Funeral Director 58 
ee 102 42] Hospital Management..... 19 
Meets. POMMGION o6 i 6 ba bi He 0 5S *58 | Hotel Management........ 11) 
Modern Brewery ...6.5.5. &8 SOOT SSOtel MORCMIT. 6 csc aviees 30 
National Provisioner (w). 182 162] National Underwriter (w) 136 1 
National Petroleum News Oral Hygiene Wd erie Sel 100 ] 

CS ass Fao ee eee kale 114 981 Traffic World. (w)....... 75 
Oil and Gas Journal (w). 161 141 — — 
The Paper Industry...... 12 34 MON ioc. vv nce 3% bee ww wie a G 467 { 
Paper Trade Journal (w). 102 1 
Penct! POmts: .4.<icccs ccd 26 4 “re 
i an a!) 32 22 *Convention issue 
ek! ee een ee ee 120 81 **No issue. 


Power Plant Engineering 60 38 *Special issue. 


Industrial 
expositions 


Business Papers 
Boost Volume in 
October Issues 


Chicago, Nov. 2.—Figures released 
today revealed that industrial papers 
continued their substantial gains in 
advertising volume for October over a 
year ago while the trade and 
groups likewise registered increases, 

Forty-nine industrial papers. re- 
ported a 22 per cent gain in October 
for the group against a 19.2 per cent 
advance made in September issues. 
The gain also registered in the total 
for the first ten months, reaching 28 


Nov. 12-15. 15th Annual Meeting 
of the American Petroleum Insti 
_ {tute at Adolphus and Baker Hotels 
class 
Dallas, Texas. 

Nov. 12-16. National Hotel Expo- 
sition at Grand Central Palace, New 
York. Charles F. Roth, manager. 


Nov. 12-16. National Convention 
and Exposition of American Bottlers 


per cent over the same period last]of Carbonated Beverages, at 106t! 

year. The number of pages this year] Armory, Buffalo, N. Y. 

to date amounted to 38,600 against 

26.241 for 1933. Nov. 14-16. 35th Annual Convel 
In the trade group of 14 papers|tion International Acetylene Associa 


that made figures available, the gain 
for the month was only 6.8 per cent, 


tion, at Wm. Penn Hotel, Pittsburg! 
Secretary, 30 East 42nd St., New 


whereas for September issues’ it] York. 

reached 29.7 per cent over the same 

month in 19338. Likewise, the total Nov. 19-23. Automotive Servic 
to date showed only eight per cent|Industries Show at Auditorium 
increase over the 1933 period with | Cleveland. 


9,752 pages against 8,094 a year ago. 
The increase for the nine month per- 
riod as reported last month amounted 
to 23.6 per cent. 


Dec, 3-8. Eleventh National Exp 
sition of Power and Mechanical E 
gineering at Grand Central Palace 


The class group, with seven papers|New York. Charles F, Roth, mat 
reporting, again trailed the list, }|aser. 


showing a gain for the month over 
a year ago of less than one per cent 
against October, 1938. The increase 
for the first 10 months } 


Feb. 11, 1935. Third National Kui 
wear Industrial Exposition, at Gral’ 
Central Palace, New York. A. 


reached 3.5 | A ¢¢ 
Cottman, manager. 


per cent, slightly more than half as 
much shown for the first three-quar- 
ters of the vear. Total pages todate 
were 4,503 compared with 4,338 for 
the 1933 period. 


Establishes Technical 


Service Department 
The Detroit Graphite Compan 


° ° has created a technical service (€ 
National Machine Tool partment under the direction ot \ 


Builders’ Elect Officers|i Boston, vice-president of the ©” 
Charles J. Stilwell, vice-president, |Pany and for 30 years general supe 
The Warner & Swasey Company,|itendent of its factories a} 
Cleveland, has been elected president Through this new  deparuner 


of the National Machine Tool Build-| Detroit Graphite Company will be? 
ers’ Association. position to make increasingly se 
Other officers elected are: First} able to users of maintenance paln 


a 


its vast experience acquired ove! 
period of many years not only in Ue 
laboratory but in the factory 4” 
Held. 


vice-president, Norman D. MacLeod, 
president and general manager, Abra- 
sive Machine Tool Company, East 
Providence, R. 1.; second vice-presi- 
dent, Clayton R. Burt, president and 
general manager, Pratt & Whitney 
Company, Hartford, Coun.; treasurer, 
Hubert H. Pease, president, New 
Britain-Gridley Machine Company, 


Heads Sapolin Sales 


Appointment of Homer Hiltom oa 
general sales manager is announce” 


- : ° ‘ | ’ . Fr \ 

New Britain, Conn | by the Sapolin Company, New bie 
New directors are: Clayton R.| manufacturer of paint products & 
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